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The  world  is  getting  smaller  and  Tribune  Media  Services 

is  growing  to  meet  the  needs  of  the  burgeoning  media  marketplace. 

The  merger  of  Tribune  Media  Services 

and  the  Los  Angeles  Times  Syndicate  creates 

a  company  of  unsurpassed  global  strength  and  penetration.  As  one  syndicate 


we  distribute  the  most  powerful  media  brands  and  the  best  of  journalism’s 


A.'- 


all-stars  while  developing  new  content  solutions  for  dot-com  customers. 


Our  joint  sales  and  marketing  team  delivers  more  than  300  diverse 
features  and  services  to  media  outlets  worldwide.  Together  we’re  better  than  ever 
at  offering  more  comics,  news,  features  and  commentary, 
great  photos  and  graphics,  special  sections,  premier  dot-com  and  wire  content, 

blue  chip  magazine  content  and  new  licensing  opportunities. 

Visit  us  atwww.tms.tribune.com/merger.html 

to  see  our  comprehensive  list  of  offerings. 
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MEDIA  SERVICES 


www.tms.tribune.com 

435  N.  Michigan  Avenue  •  Suite  1500  •  Chicago,  IL  &0611 
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A  unique  online  marketplace  that  enables  secure 
firm  transactions  at  the  click  of  a  mouse? 
You're  not  dreaming. 


And  even  if  you  were,  with  instant  access  to  up-to-the-minute  pricing  pius  a  weaith  of 
industry  resources  and  market  information,  wouid  you  reaiiy  want  to  wake  up? 


Finaiiy,  a  forest  products  site  where  transactions  actuaiiy  ciose  oniine. 


'^Clickpaper.com 

■  ■An  Enron  Company 


tTormatior',  www.Clickpaper.com 
i.BUC  986.3si7  or  713  345.4357. 
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AN  IDEA  WHOSE  TIME  HAUOME? 


Your  article,  “Farewell  to  the 
Gay  ’90s,”  [Oct.  2,  p.  32],  notes, 

“A  couple  of  years  ago,  talk  among 
some  publishers  centered  on  forming  the 
first  true  gay  newspaper  chain.”  That  may 
be  true.  But  I  widely  circulated  a  memo 
about  that  concept  among  gay  publishers, 
other  media  companies,  venture  capital¬ 
ists,  investment  bankers,  and  numerous 
gay  and  straight  entrepreneurs  and 
philanthropists  beginning  in  early  1993 
(when  I  was  Midwest  mergers-and- 
acquisitions  senior  associate  for  W.B. 
Grimes  &  Co.).  In  fact,  William  Way- 
boum.  Window  Media’s  , 

general  partner,  may  (or  LET 

may  not)  have  already 

.1  E&P  xaelcome 

come  up  with  the  same  . 

idea  on  his  own  by  the  ^ 

time  he  saw  my  memo  tt(^  pul 

in  1993  or  1994,  but  his  fo£Stmik  to  (t 

firm  didn’t  buy  its  first 
paper,  Atlanta’s  Southern  tor  &  Pu 
Fozce,  until  1997.  Broadway  Ni 

In  any  case,  as  late  as  10^3.  P  c 

1995,  the  chain  idea  was 
considered  too  politically  location, 

radical  orjust  too  weird—  r^.Lette 

but  not  necessarily  a  bad  ^ 

business  idea  —  among 
most  individuals  with  whom  I 
discussed  it.  (My  memo  discussed  a  chain’s 
ability  to  jointly  sell  more  ads  and  didn’t 
focus  only  on  economies  of  scale  in 
expenses,  as  your  article  did;  with  Mulryan/ 
Nash  Advertising  gone,  perhaps  gay  papers 
should  have  their  own  in-house  ad  rep 
firms.)  It’s  fascinating  that  only  five  years 
later  the  concept  is  considered  out-of-date 


because  gay/lesbian  culture  supposedly 
has  been  largely  mainstreamed. 

DANE  S.  CLAUSSEN 
ASSISTANT  PROFESSOR 
OF  COMMUNICATIONS  &  MASS  MEDIA 
Southwest  Missouri  State  University 
Springfield,  Mo. 

HEDE’SHOPINDYOV’RERIDHT 

Having  just  read  your  artici.e 
on  the  third-quarter  results  of 
newspaper  publishers  (“Disauiet- 


LETTERS 

E&P  welcomes  letters.  Send 
them  via  e-mail  to  letters® 
editorandpublisheT.com,  via 
facsimile  to  (646)  654-5370, 
or  via  snaU-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  include  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  may  be  edited 
for  aU  the  usual  reasons. 


■  on  the  third-quarter  results  of 
■  .A.  JL  newspaper  publishers  (“Disquiet- 
!  ing  Q3  earnings  encourage  cost  cutting,” 
Oct.  16,  p.  7),  I  feel  that  you  have  exaggerat- 
!  ed  the  future  strength  of  newsprint  pricing. 
,  »  Most  respected  con- 

r  E  R  S  sultants  and  investment 
analysts  are  looking  for  a 
htten.  Send  increase  of  $35  to 

1  to  Utters®  $50  per  metric  ton  in  the 

■7  successful,  it  would  be  the 

to  Letters,  increase  of  this  cycle. 

*  The  price  of  $700  per 

^  metric  ton  in  the  article 

no  is  not  within  the  realm 

ofpossibility. 

inde-mail  jl,^^  ROWLAND 

imaybeedited  EDITOR/PUBLISHER 

reasons.  Canadian  Paper  Analyst 

Westmount,  Quebec 


COKRLCnON 

In  an  Oct.  30  story  about  the  Los  Angeles 
Times  (“Nowhere  but  up”),  E&P  at  the  top  of 
the  third  column  onp.  24  misattributed  two 
statements  —  one  a  paraphrase,  the  other  a 
quotation  —  concerning  the  LA.  Times/La 
Opinion  relationship.  Both  were  made  by 
LA.  Times  Publisher  John  Puemer. 


- 3^  50  YEARS  AGO  ^ - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


\OV.  II,  1950:  City.  “These  fellows  were  wonder- 

Vincent  R.  Impellitteri  was  kindly  i  ful  to  me,”  he  proclaimed.  “I  will 
disposed  toward  City  Hall  re-  i  never  forget  them." 
porters  and  photographers  at  a 

news  conference  Nov.  8  after  his  I  The  Philadelphia  Inquirer  Promo 


small  unit  a  few  years  ago  to  a 
top-notch  inside  “advertising 
agency”  for  various  divisions  of 
the  paper.  And  it  has  developed 
some  unusual  techniques  to  keep 


election  as  mayor  of  New  York  !  tion  Department  has  grown  from  a  pace  with  the  paper’s  progress.  I 
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Since  our  first  paper  printed  in  November  of  1998,  we  knew  Hoy  would  fill  the  communication 
void  in  the  Hispanic  community.  We  have  met  our  goals,  and  propelled  ourselves  beyond 
the  competition  . . .  Hoy  has  reached  a  daily  distribution  of  54,334  and 
Vida  Hoy,  our  weekend  entertainment  supplement,  boasts  a  distribution  of  1 62,220. 

(As  reported  in  the  ABC  September  2000  Fas-Fax) 


GRACIAS,  READERS.  FOR  HELPING  HOY  GROW! 

With  a 


in  Distribution  since  September  1999,  Hoy  is 
America's  Fastest  Growing  Daily  Newspaper. 

VIVA  HOY!! 

Subscriptions,  please 
call  1-877-holahoy 
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E&P/TIPPPoll 


Newspaper 

belt-tightening 
continued  with  more 
job  cuts  announced 
last  week. 

The  Arizona  Repub¬ 
lic  in  Phoenix  said  it 
will  eliminate  60  jobs 
across  several  depart¬ 
ments,  or  2.3%  of  its 
part-  and  full-time 
staff,  due  to  a  tough 
business  climate  and 
redundancies  created 
by  its  purchase  by 
Gannett  Co.  Inc. 
Earlier  this  year. 

The  Indianapolis  Star 
cut  22  jobs,  or  about 
1%  of  its  staff,  as  a 
result  of  the  same 
acquisition. 

The  Hartford 
(Conn.)  Courant  is 
trimming  22  jobs,  or 
1.6%  of  its  part-  and 
full-time  staff,  mainly 
in  advertising  and  cir¬ 
culation,  to  cut  costs 
since  its  takeover  by 
the  Tribune  Co. 

-  LUCIA  MOSES 


Oradell,  N.J.  Another  TIPP  survey,  finished  two 
days  earlier,  found  that  Bush  was  the  choice  of 
newspaper  editors  by  almost  exactly  the  same  mar¬ 
gin,  and  he  earned  an  even  stronger  nod  from  pub¬ 
lishers  (see  story,  p.  24). 

There’s  one  more  finding  that  inspires  general 
agreement.  More  than  six  out  of  10  readers,  and  the 

same  ratio  of  edi- 
B  Mm  HIM  iglJlB  tors  and  publish- 

rated  overall 

newspaper  coverage  of  the  campaign  as  “excellent” 
or  “good,”  despite  many  complaints  that  the  press 
favored  one  candidate  in  the  race.  Only  about  7% 
of  readers  rated  the  coverage  “poor.” 

Further,  the  jE&P/TIPP  poll  confirmed  that 
newspapers,  in  this  multimedia  age,  still  play  an 
enormously  significant  role  in  election  races.  Near¬ 
ly  20%  of  the  entire  sample  said  that  they  received 
most  of  their  information  on  the  campaign  from  the 
press.  About  one  in  three 
said  that  newspaper  cov¬ 
erage  helped  them  make 
up  their  mind  about 
whom  to  vote  for.  Better 
than  60%  said  they  read  a 
newspaper  five  to  seven 
days  a  week. 

Further,  the  poll  reveals 
that  these  regular  newspa¬ 
per  readers  are  more  likely 
to  vote  than  the  general 
public,  express  interest 
in  the  campaign,  and 
support  their  candidate 
strongly. 

Interestingly,  those  who 
say  they  rely  on  newspapers 


‘E&P’/flPP  Poll,  taken  just  before 
the  DWI  story  broke,  gives 
Republican  candidate  a  solid  lead 


BY  GREG  MITCHELL 

IT’S  NOT  EVERY  DAY  THAT  NEWSPAPER  READ- 

ers,  editors,  and  publishers  see  things  almost 
precisely  eye  to  eye,  but  this  appears  to  be 
happening  on  the  eve  of  the  biggest  day  of  all  — 
Election  Day. 

An  E£s?F/TIPP  national  poll  of  more  than  2,200 
potential  voters  —an  unusually  large  sample  and 
completed  just  five  days  before  the  election  — 
found  that  newspaper  readers  favor  George  W. 
Bush  over  A1  Gore  by  just  under  five  percentage 
points.  TIPP  is  a  product  of  TechnoMetrica  Market 
Intelligence,  a  national  polling  firm  based  in 


If  the  election  were  held  today,  for  whom  would  you  vote? 

Regular  readers  ^  Occasional  readers 


Gore 


I  Bush  I 

Other 

□ 

Undecided 


The  purchase  of 
$230-million 
Mitsubishi  presses  let 


Due  to  rounding,  totals  may  not  equal  100%. 


Source:  E&P/TIPP 
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NEWS 


The  Washington  Post 
introduce  color  photo¬ 
graphs  throughout  its 
sections  last  year. 

The  762,009- 
circulation  daily  un¬ 
veiled  another  fruit  of 
its  investment  last 
week,  launching 
zoned  coverage  of 
metro  news.  The  Post 
covers  a  broad  area, 
with  12  local  bureaus 
in  two  states  outside 
its  home  office  in  the 
District  of  Columbia. 

Its  two-way  zoning 
creates  one  “Metro” 
section  for  district 
and  Maryland  news 
and  another  “Metro” 
section  for  Virginia 
news. 

-  TODD  SHIELDS 


IN  THE  MARKET 

Brown  Publishing 
Co.  of  Ohio 
bought  family-owned 
Amos  Press  Inc.’s 
Ohio  newspapers, 
leaving  Amos  its 
hobby-publishing 
business.  The  deal 
strengthens  Brown’s 
Dayton-area  presence 
...  The  Omaha  (Neb.) 
World-Herald’s  parent 
bought  the  Southwest 
Iowa  Newspaper 
Group  from  Media- 
News  Group  Inc.  of 
Denver. ...  Liberty 
Group  Publishing, 
Northbrook,  ML, 
agreed  to  buy  the 
12,610-circulation 
Pekin  (III.)  Daily 
Times  from  Howard 
Publications,  adding 
to  its  western  Illinois 
cluster. ...  Dallas- 
based  Belo  agreed  to 
sell  The  Eagle,  circu¬ 
lation  23,586,  in 
Bryan-College  Sta¬ 
tion,  Texas,  to  the 


mm  Network  TV  ■■  Cable  TV 
I  I  Local 'FV  Newspapers 

IHI  Magazines  I  I  Radio 
I  I  The  Internet  |  |  Other 

I  I  Not  sure/Refiised 

-  — '  2.2% 


5.4% 


7.5% 

1.7% 

Where 

have  you  been 
getting  most  of 
your  nevfs  about 
the  presidential 
election  campaign? 


as  their  main  source  of  campaign  coverage  back  (]lore 
by  9  percentage  points.  In  stark  contrast,  Bush  easily 
takes  the  vote  of  those  who  mainly  followed  the  race 
on  cable  TV  news  channels  (a  10  percentage-point 
margin)  or  network  TV  (4  percentage  points). 

Presidential  preference 

Overall,  newspaper  readers  favor  Bush  over  Gore 
by  47.5%  to  42.8%,  with  Ralph  Nader  drawing  3% 
of  the  vote  and  5.3%  still 

undecided.  (The  sam-  r  i  r  i  ■  ■ 

e„or  is  less  than  THB  fOlltS  Ol  kllOWledOe 

3%.)  This  a  sigmncant  « 

shift  since  September,  Network  TV 

when  the  previous  _  i 

E&P/Tl??  poll  found  ' — ^  y 

the  two  candidates  in  a  IHI  Magazines 
dead  heat  among  news-  |  |  The  Internet 

paper  readers.  Among  I - .  ^  . 

all  likely  voters,  the  - 

numbers  are  virtually  g  4% 

identical,  with  Bush  — 

leading  by  5.6  percent-  •  *^ 

age  points.  1.7% 

Our  latest  poll  was  Where 

largely  completed,  how- 
ever,  before  the  “No-  Setting  most  of 
vember  Surprise”  -  the  V®®''  ®ews  about 
report  of  Bush’s  arrest  presidential 

for  drunk  driving  back  election  campaign? 

in  1976  —  and  at  press 

time  it  was  uncertain  I - 1  ^  ' 

what  effect  that  devel- 

opment  might  have  on  BHi  Four  I  I  ^ 

Tuesday.  Seven 

Those  we  classify  as 

“regular”  newspaper  7.0% 

readers  (defined  as  On  the 

those  who  read  a  paper  average,  how 

five  to  seven  days  a  many  days  a 

week)  give  Bush  that  week  would 

same  5  percentage-point  you  say  you 

edge;  in  the  previous  read  any 

poll,  they  backed  Gore  newspaper? 

by  two  points. 

This  seven-point  swing 

to  Bush  could  be  attrib-  ^0(3,3  ^3^ 

uted  to  the  general  gains 
in  popularity'  he  has 

made  —  or  perhaps  to  a  change  in  newspapers  cover¬ 
ing  the  candidate  more  favorably. 

Most  undecided  voters  nationally  say  they  now 
“lean”  toward  Gore,  which  could  be  significant.  Oth- 
envise.  Bush  does  well  across  nearly  all  age  groups, 
carries  every  section  of  the  country  except  the  North¬ 
east,  and  wins  the  vote  of  the  wealthiest  by  almost  2- 
to-1.  Yet  he  inspires  a  huge  gender  gap,  with  Bush 
taking  the  male  vote  by  19  percentage  points,  but  los¬ 
ing  among  women  by  7  percentage  points.  More  than 
72%  of  Bush  backers  say  they  support  him  “strongly,” 
while  only  64%  of  (Tore  backers  say  the  same  thing. 


0.7% 


I  I  One 
■1  Four 


I  I  Five 


7.0% 


On  the 

average,  how 
many  days  a 
week  would 
you  say  you 
read  any 
newspaper? 


Due  to  rounding,  totals  may  not  equal  100% 


Newspaper  coverage 

Nearly  one  in  five  likely  voters,  as  we  observed, 
got  most  of  their  news  about  the  campaign  from 
newspapers,  which  puts  the  press  in  a  strong  third 
place  behind  cable  and  network  TV.  But  there  was 
an  important  shift  since  September.  Our  previous 
poll  found  that  the  cable  news  networks  were  the 
favorite  place  for  campaign  coverage,  but  cable 
slipped  behind  broadcast  network  news  for  atten¬ 
tion  as  the  campaign 
I  I  progressed. 

VlGuflG  Finishing  far  back  in 

«  fifth  place  for  campaign 

Hm  (;;;al}le  TV  coverage  was  the  Internet, 

with  less  than  6%.  Among 
■  Neu^papers  ^^is  group.  Bush  out- 

I  Radio  polled  Gore  by  2-to-l: 

I  Other  make  ofthis  what  you  will. 

re/Refused  ^  finding  in  the  Sep- 

'  tember  E&P/TIPP  poll 

2.2%  drew  wide  public  atten- 

O  7%  we  re-visited 

this  issue  in  the  latest 
poll.  The  earlier  poll  sug¬ 
gested  that  about  4  in  10 
likely  voters  believed  that 
newspapers  tend  to  show 
bias  in  their  coverage  — 
and  in  the  view  of  an 
overwheming  number  in 
this  group,  Al  Gore  was 

I - i  T'l _  the  press’s  favorite  son. 

\  I  Three  ,  11  r*  ..1  .u 

.  The  new  poll  finds  the 

ive  OS]  Six  number  of  bias  detectors 

I  None/never  shrinkingabit,  to34%.  A 

larger  number  than  in 
8.5%  September  now  say  that 

7  7%  Bush  got  a  clear  break 

from  the  press,  although 
59%  still  charge  that  the 
4  4%  Ptess  favored  Gore. 

Showing  an  unusual  de¬ 
gree  of  frankness,  8%  of 
7.3%  Gore  supporters  and  6% 

3.6%  of  Bush  backers  admit 

that  their  candidate  had 
equal  100%  gotten  a  boost  from  the 

Source:  E&P/TIPP  Ptess. 

At  the  same  time,  even 
more  voters  —  nearly  40%  —  charge  that  they  found 
bias  in  TV  coverage  of  the  race,  again  w'ith  Gore  as 
the  beneficiary. 

Despite  these  claims  of  bias,  likely  voters  give 
high  marks  to  newspaper  coverage  this  year,  with 
ll%o  calling  it  excellent  and  51%  good  and  just  7% 
poor.  This  cuts  across  all  categories.  Despite  their 
frequent  protests  about  “liberal”  media  favoritism 
toward  Gore,  Bush  backers  are  only  slightly  behind 
the  national  norm  in  praising  newspapers’  perform¬ 
ance  this  year. 

“It’s  loud  and  clear  that  overall  assessement  of 


I  I  Three 
EE  Six 


Seven  |  |  None/never 


8.5% 

7.7% 


4.4% 


7.3% 

3.6% 


Source:  E&P/TIPP 
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newspaper  coverage  is  pretty  good,”  said  Raghavan 
Mayur,  president  of  TIPP.  “Probably  there  is  an  ac¬ 
ceptance  of  a  certain  amount  of  bias,  as  human  na¬ 
ture,  in  covering  a  campaign,  but  there  also  is  a 
general  feeling  that  the  reporters  do  a  good  job. 
Also,  people  may  accept  that,  say.  The  New  York 
Times  and  Fox  News  have  a  certain  bias,  yet  recog¬ 
nize  that  they  sometimes 
break  stories  that  may 
help  a  candidate  they  do 
not  seem  to  favor.” 

Further,  a  significant 
number  of  the  overall 
sample,  about  one  in 
three,  say  that  newspa¬ 
per  reporting  on  the 
presidential  race  helped 
them  in  choosing  a  can¬ 
didate.  Gore  got  most  of 
these  votes. 

This  is  significant,” 

Manir  said.  “It  shows  that 
people  really  are  affected 
by  the  news  coverage  even 
if  endorsements  are  an¬ 
other  matter.” 

And  despite  early  in¬ 
dications  that  the  public 
was  tuning  out  the  cam¬ 
paign  this  year,  the 
E^PITl??  poll  found 
that  two  out  of  three  vot¬ 
ers  said  they  were  “ex¬ 
tremely  interested”  in 
the  presidential  race. 

Endorsements 

By  eveiy  measure,  in¬ 
cluding  our  own  poll  of 
editors  and  publishers,  the  nation’s  newspapers 
have,  by  a  fairly  wide  margin,  thrown  their  editorial 
backing  to  Bush.  Yet  our  poll  of  readers  suggests 
that  most  readers  pay  little  attention  to  this. 

The  first  indication  of  this  is  that  most  of  them 
told  us  that  their  newspapers  had  endorsed  Gore, 
not  Bush.  More  than  one  in  four  said  they  were  not 
sure  who  their  paper  had  picked.  (Even  regular 
readers  often  drew  a  blank.)  That  suggests  that 
most  readers  either  don’t  recall,  or  remember  incor¬ 
rectly,  w  hom  their  newspaper  endorsed. 

Further,  only  4%  said  that  their  newspaper’s  en¬ 
dorsement  would  affect  their  vote  in  the  presiden¬ 
tial  race.  (This  number  was  two  to  three  times 
higher  for  local  and  state  races.)  In  fact,  nearly 
three  out  of  four  said  that  newspapers  “should  re¬ 
frain”  from  making  any  endorsements.  Ironically, 
more  Gore  than  Bush  backers  favor  the  endorse¬ 
ment  concept  —  even  though  this  year,  most  papers 
endorsed  his  opponent. 

“Endorsements  are  clearly  not  kingmakers,” 
TIPP’s  Mayur  said.  “Only  a  handful  of  readers  pay 


attention,  and  those  w  ho  pay  attention  say  it  has  no 
impact.  Further,  they  favor  newspapers  ending  this 
practice.”  The  public  is  basically  saying  “they  want 
a  more  objective  media,”  Mavair  added. 

Readership 

Overall  national  circulation  numbers  may  con¬ 
tinue  to  decline  slightly 
but,  clearly,  new'spaper 
readers  are  not  going 
away. 

Our  survey  finds  that 
almost  two  out  of  three 
of  all  likely  voters  read  a 
newpaper  regularly 
(five  to  seven  days  a 
week),  with  53%  read¬ 
ing  a  paper  every'  single 
day.  Only  about  7%  say 
they  do  not  read  a  pa¬ 
per  at  all.  The  daily 
readers  back  Bush  nar¬ 
rowly;  and  those  who 
read  papers  rarely,  if  at 
all.  give  him  a  13%  mar¬ 
gin  over  Gore. 

A  closer  look  at  the 
regular  new'spaper 
readers  reveals  that 
they  tend  to  be  male, 
and  they  express  a 
higher  level  of  interest 
in  the  presidential  cam¬ 
paign  than  others.  By 
far  the  highest  percent¬ 
age  of  regular  readers 
are  in  the  65  and  over 
group;  heavy  readers 
among  young  people  18 
to  34  are  few'  and  far  between. 

The  results  of  this  poll,  taken  together  with  those 
of  the  TIPP  poll  in  September,  suggest  that  politi¬ 
cians  should  seriously  considering  using  newspa¬ 
pers  for  advertising.  Clearly,  readers  accurately 
mirror  the  U.S.  population,  and  they  can  be  count¬ 
ed  on  to  vote.  11 


Methodology 

The  Editor  &  PublisherfWPP  poll  was  conducted  na¬ 
tionwide  by  telephone  from  Oct.  30  to  Nov.  2.  Of  the  2,253 
adults  interviewed.  1,448  were  classified  as  likely  vot¬ 
ers.  Telephone  numbers  were  chosen  randomly  by  com¬ 
puter  to  ensure  an  accurate  scientific  sample.  Results 
are  presented  only  for  the  likely  voter  population.  The 
margin  of  error  for  likely  voters  is  plus  or  minus  2.6  per¬ 
centage  points  at  the  95%  confidence  level.  Error  mar¬ 
gins  are  higher  for  smaller  subgroups.  The  results  are 
weighted  slightly  to  adjust  key  demographic  variables  to 
census  numbers. 


Perceptions  of  bias 


es  P*lflNo  I  INot  sure/Refused 

Do  you  believe  5.8^ 
that  the  newspa¬ 
per  you  read  the 
most  has  favored 
one  candidate 
over  the  other  in 
their  regular 
news  coverage 
so  far  or  not? 


Bush 

I  I  Not  sure 

2.0% 


I  Gore 
i  I  Other 

1.9% 

And  which 

candidate  do  you  A 
believe  they  have 
favored? 


37.0% 


59.1% 


Due  to  rounding,  totals  may  not  equal  100%. 


Source:  E&P/TIPP 
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Evening  Post  Publish¬ 
ing  Co.  of  Charleston, 
S.C.  -  LUCIA  MOSES 

M.E.  KENNEDY 
TO  STEP  DOWN 

George  Kennedy, 
a  founding 
member  of  the 
“Missouri  Group”  of 
teachers  who  pro¬ 
duced  the  classic 
j-school  text  “News¬ 
reporting  and  Writ¬ 
ing,”  is  stepping 
down  after  1 1  years 
as  managing  editor  of 
the  University  of  Mis¬ 
souri’s  teaching 
newspaper,  the  Co¬ 
lumbia  Missourian. 

Kennedy  is  leaving 
the  post  next  summer 
to  teach  full  time. 

-  MARK  FITZGERALD 

EDITOK'SFIKED 

OVEKT'WODD 

For  running  a 
photo  of  Def- 
tones  singer  Chino 
Moreno  wearing  a 
sweatshirt  printed 
with  the  letters 
“FUCT,"  Nora  Garza 
was  fired  Oct.  30 
as  the  features  and 
arts/entertainment 
editor  at  The  Monitor 
in  McAllen,  Texas. 

Garza  told  MTVi 
news  reporter  Teri 
van  Horn  that  her 
supervisors  cited 
“obscene”  language 
in  dismissing  her. 
Garza  said  she  used 
the  photo  because  of 
its  artistic  quality  and 
because  she  needed 
a  vertical  image  to 
illustrate  an  Oct. 

27  preview  of  the 
Deftones’  Halloween 
show  in  McAllen. 
Garza  also  said 


'w.  editoranclpublisher.com 
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she  did  not  interpret 
“FUCT"  as  an  ob¬ 
scenity,  adding  that, 
had  she  pronounced 
the  letters  aloud 
before  choosing  the 
shot,  she  wouldn’t 
have  run  it. 

Monitor  Editor 
Armando  Durazo 
did  not  return  calls. 

-  ELLEN  LIBURT 

JACOeYBACK 
ON  THE  BEAT 

Op-Ed  columnist 
Jeff  Jacoby, 
who  was  suspended 
by  The  Boston  Globe 
four  months  ago  for 
allegedly  borrowing 
portions  of  a  column 
from  an  Internet 
essay,  plans  to  return 
to  his  job  today, 
but  said  it  won’t 
be  the  same. 

“I’m  going  back 
with  black-and-blue 
marks,’’  said  Jacoby, 
who  spent  his  sus¬ 
pension  time  taking 
care  of  his  3-year- 
old  son,  writing 
Internet  columns, 
and  doing  local  radio 
gigs.  -  JOE  STRUPP 

GANNETT  BIB 
EOBBIMOK'B 

British  competi¬ 
tion  authorities 
have  given  Gannett 
Co.  Inc.  and  two  oth¬ 
er  groups  the  green 
light  to  bid  on  Re¬ 
gional  Independent 
Media  Ltd.  (RIM), 
Reuters  reported. 

Gannett,  which 
already  owns  286 
regional  papers  in 
the  United  Kingdom, 
would  significantly 
expand  its  holdings 
through  the  purchase 


Public  support  for  ‘Star’  suit 


Newspaper  seeks  public  records 
in  Bobby  Knight  case 


BY  MARK  FITZGERALD 

CHICAGO 

The  iNDLiNAPOIJS 
Star’s  lawsuit  to 
force  Indiana 
University  (lU)  to  open 
all  its  files  in  the  investi¬ 
gations  that  led  to  the 
firing  of  Bob  Knight  is 
prompting  a  surprisingly 
positive  response  in  a 
state  where  the  hot¬ 
headed  basketball  coach 
still  has  legions  of  fans. 

“As  you  know,  readers 
don’t  normally  tell  you 
you’re  doing  a  good  job, 
but  the  vast,  vast  majori¬ 
ty  of  the  e-mails  and  let¬ 
ter’s  I’ve  gotten  —  and 
there  are  close  to  100  of 
them  —  have  been  very 
positive,”  Star  Editor 
Tim  Franklin  said. 

Knight  was  fired  Sept. 


spring.  The  paper  was 
rebuffed  in  May  by  the 
school  —  and  in  August 
by  the  state’s  public  ac¬ 
cess  counselor,  who  rules 
on  public-record  dis- 


10  for  violat¬ 
ing  “zero  tol¬ 
erance”  rules 
ofbebavior 
imposed  in 
March  after 
an  lU  investi¬ 
gation  into 
incidents  that 
included 
allegedly 
choking  for¬ 
mer  player 
Neil  Reed. 

I>ong  be¬ 
fore  Knight 
was  fired,  the 
Star  asked  to 
see  all  the  “in¬ 
vestigatory  findings”  re¬ 
ferred  in  a  “summaty 
report”  lU  released  on 
the  Reed  allegations  last 


Bobby  Knight  addresses  students  on  the 
University  campus  in  Bloomington,  Ind., 
one  day  after  his  dismissal  as  basketball 


putes.  According  to  the 
Star  lawsuit,  Counselor 
Anne  Mullin  O’Connor 
upheld  lU’s  contention 


that  the  investigation 
was  exempted  by  Indi¬ 
ana  law.  O’Connor  did 
not  return  phone  calls. 

The  Star’s  suit  con¬ 
tends  lU  waived  its  ex¬ 
emption  when 
it  distributed 
and  discussed 
the  summary' 
report.  “Al¬ 
though  we’re 
talking  basket¬ 
ball  and  not  tbe 
presidency,  this 
is  as  if  Ken 
Starr  delivered 
an  executive 
summary  in¬ 
stead  of  prov'id- 
ing  a  detailed 
report  into  the 
accusations,” 
Franklin  said. 
“We  learned 
something  about  both 
Bill  Clinton  and  Ken 
Starr  because  all  the 
records  were  released.”  S 


Indiana 
Sept.  11, 
coach. 


Starting  with  a  phone  installation  ... 

ReTations  in  Mempliis  flusTi  witli  tension 


BY  MARK  FITZGERALD 

CHICAGO 

Y  ANY  STANDARD,  THE  FEUD  BETWEEN  THE 
Memphis  City  Council  and  The  Commercial 
Appeal  is  one  for  the  records:  It  started  with  a 
columnist  for  the  Memphis  daily  re¬ 
vealing  that  the  council  chairw'oman 
had  had  a  phone  installed  in  her  of¬ 
fice  bathroom,  continued  with  an  ac¬ 
cusation  a  Commercial  Appeal 
reporter  was  illegally  opening  mail  — 
and  now  is  resulting  in  a  proposed 
public  records  policy  the  paper  says  is 
unconstitutional. 

“This  all  actually  started  a  while 
back  with  a  very  funny  column,”  said 
Deputy  Managing  Editor  Otis  Sanford.  The  April  col¬ 
umn  by  Susan  Thorp  not  only  reported  on  the  bath¬ 
room  phone  installation  by  City  Council  chairwoman 
Barbara  Swearengen  Holt  —  it  gave  the  number.  In 


retaliation,  Sanford  said,  tbe  council  tried  to  make  it 
harder  for  the  Commercial  Appeal  to  get  public  docu¬ 
ments.  Last  month,  reporter  Blake  Fontenay  was  told 
that  if  he  wanted  to  see  the  mail  received  by  council 
members  (all  public  records  in  Tennessee,  Sanford 
said)  be  would  have  to  sort  through 
it  himself.  After  Fontenay  did. 
Council  Attorney  Allan  Wade  sug¬ 
gested  he  was  v'iolating  federal  law. 

Wade  then  came  up  w'ith  a  public 
records  access  policy  that  may  prove 
too  much  even  for  angry'  council 
members:  Among  other  restrictive 
provisions,  it  charges  $1.50  per  page 
for  copv'ing  and  requires  anyone 
asking  for  documents  to  provide 
“proof  of  Tennessee  citizenship”  The  council  tabled  the 
issue  until  tomorrow.  “We  certainly  are  strongly  op¬ 
posed  to  this  policy'  because  we  believe  it  is  unconsti¬ 
tutional,”  Deputy  Managing  Editor  Sanford  said.  11 


“We  certainly  are 
opposed  to  this 
policy  because  \ve 
believe  it  is  iin- 
constitiituioiial 

—  OTIS  SANFORD 

The  Commercial  Appeal 
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August  1995. 

There,  we  said  it. 

As  paper  prices  skyrocketed, 
companies  wished  they  had 
protected  themselves. 

That  is  called  hindsight. 

Today  you  can  do 
something,  by  "locking  in" 
paper  prices. 

As  the  largest  provider 
of  risk  management  services 
to  paper  users,  Enron  can 
protect  you  and  your  profits 
from  fluctuating  markets, 
allowing  you  to  better 
plan  for  the  future.  And 
ironically,  while  prices  are 
low,  you  can  obtain  a  better 
long-term  arrangement. 

When  the  market  rises 
3galr>;  that  will  be  called 
foresight. 

To  see  the  possibilities 
pulp  and  paper  risk  , 
management  can  offer 
your  company,  contact  the 
people  who  invented  it. 
Enron,  1  888  ENRON  41,  or 
visit  www.paper.enron.com 


1 


purchase  of  RIM, 
with  101  titles.  Also 
vying  for  RIM  are 
Johnston  Press  PLC 
and  Guardian  Media 
Group,  both  British 
companies. 

-  LUCIA  MOSES 


Newspaper  endorsements  may  be  key 
to  tightening  in  the  U.S.  Senate  race 

BY  JOE  STRUPP 


make  a  difference  because  they  come  at  a  time 
when  people  are  making  up  their  minds.” 

Charlie  Smith,  Franks’  campaign  manager,  said  he 
planned  to  feature  the  endorsements  prominently  in 
advertising  during  the  campaign’s  final  days. 

Speculation  that  the  papers’ 
support  had  made  a  difference  Uk 
in  the  race  arose  after  two  polls  HH  ,  W 

were  released  last  week  that 
indicated  the  gap  was  closing.  jU  m 
The  first  poll,  a  Gannett  New' 

Jersey  survey  released  Oct.  29,  ^ 

had  Franks 


Did  a  string  of  recent  newspaper  en- 
dorsements  —  including  an  unusual  one 
made  by  The  New  York  Times  in  the  U.S.  Sen¬ 
ate  race  in  New' Jersey  —  help  Republican  Bob  Franks 
close  the  gap  against  Democrat  Jon  Corzine?  While 
no  one  —  Franks,  Corzine,  or 
Times  editors  —  will  acknowl- 


Media  heavy¬ 
weights  last 
week  called  on  Presi¬ 
dent  Clinton  to  veto  a 
bill  that  would  make 
it  a  crime  to  leak 
classified  information. 

The  measure, 
which  significantly 
tightens  current  law, 
passed  Congress  with 
little  debate.  Those 
urging  a  veto  include 
The  New  York  Times, 
The  Washington  Post, 
the  Newspaper  Asso¬ 
ciation  of  America, 
and  the  Cable  News 
Network.  In  a  letter 
to  Clinton,  the  four 
said  the  measure 
“shatters  the  delicate 
balance  ...  between 
the  public's  right  to 
know  and  the  legiti¬ 
mate  demands  of 
national  security.” 

-  TODD  SHIELDS 


going  from  13 
points  behind  Corzine  to  just 
four  points  behind  over  a  two- 
week  span.  Another  poll,  this 
one  by  Quinnipiac  University, 
indicated  Franks  had  closed  a  14-point  deficit  to 
climb  within  five  points  of  Corzine. 

A  Newark,  N.J.,  5to r-Lcc?ger/ Eagleton  poll,  how¬ 
ever,  indicated  there  has  been  no  change  in  recent 
weeks.  That  Oct.  29  surv'ey  gave  Corzine  an  eight- 
point  lead  over  Franks,  nearly  identical  to  a  similar 
poll  taken  three  weeks  earlier. 

Corzine’s  campaign  officials  did  not  respond  to 
requests  for  comment. 

Times  spokeswoman  Kathy  Park  said  that  while 
Times’  endorsements  of  Republicans  are  uncom¬ 
mon,  they  are  not  rare:  “We  normally  endorse 
several  Republicans  in  each  election  cycle.”  0 


led  to  the  tightening  ot  the  race, 
the  timing  is  at  least  intriguing, 
campaign  aides  said. 

“We  have  such  a  large  bloc 
of  independent  voters  in  New 
Jersey.  They  take  into  account 
w'hat  the  newspapers  say  w'hen 
they  make  a  decision”  said 
Jeanette  Hoffman,  Franks’ 
deputy  communications  director.  “The  fact  that  The 
New  York  Times,  which  is  usually  a  more  liberal 
paper,  has  endorsed  us  —  we’re  pleased.” 

The  Times’  endorsement  Oct.  25  brought  the 
number  of  New  Jersey  area  newspapers  endorsing 
Franks  to  10,  compared  with  Corzine’s  four. 

“They  are  a  factor,”  said  Bill  Messmer,  a  political 
science  professor  at  Drew'  University  in  Madison, 
N.J.,  referring  to  the  endorsements.  “They  can 


Jon  Corzine 

Democratic 

CANDIDATE 


Bob  Franks 

Republican 

CANDIDATE 


Chicago  and  New  York  on  its  hit  list 

Tribune  Co.’s  film  tab  ‘Sneaks’  out  of  L.A. 


dia  Net,  said  at  the  re¬ 
cent  Newspaper  Serv'ices 
of  America  client  confer¬ 
ence  in  Oak  Brook,  Ill. 

Murphy  said  he  had 
high  hopes  for  “Sneaks,” 
which  the  L.A.  Times 
publishes  quarterly.  “We 
are  giHng  an  opportuni¬ 
ty  for  film  industty' 
advertisers  to  reach 
Chicago,  New  York, 
and  Los  Angeles  as  they 
launch  what  may  be  the 
most  critical  season  of 
the  year  for  them  —  as 
they  come  off  a  very' 
disappointing  summer 
season,”  Murphy  .said.  ® 


Although  officials 
for  what  soon 
will  be  a  Hearst 
Corp.-owned  San 
Francisco  Chronicle 
were  mum  last  week, 
rumors  are  rampant 
that  former  Arizona 
Republic  Publisher 
John  Oppedahl  will 
be  named  Chronicle 
publisher  and  current 
San  Francisco  Exam¬ 
iner  Executive  Editor 


‘The  only 

way  w'e  can  grow  rev¬ 
enue  over  the  long  haul 
is  to  deliver  an  audience 
that  is  bigger  than  it  was 
a  year  or  tw'o  ago,”  Dave 
Murphy,  president  of  the 
newly  created  national 
sales  unit.  Tribune  Me- 
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convincing  and  the  paper  more  competitive  with  other  media.  So  they  rely  on  Heidelberg  Mercury  presses  to  print  theToronto 

full  of  color.” 

edition  of  The  Globe  and  Mail.  More  than  200,000  readers  recognize  Interweb’s  color  quality  every  day. This  year  IFRA  and 


the  Newspaper  Association  of  America  did  too,  naming  the  paper  to  their  prestigious  International  Newspaper  Color  Quality  Club. 
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Phil  Bronstein  will  be 
named  its  top  editor. 

Hearst  will  take 
over  the  Chronicle  on 
Nov.  22  while  relin¬ 
quishing  control  of 
the  Examiner  to  the 
Fang  family  the  same 
day.  Hearst  last  week 
neither  confirmed  nor 
denied  the  Oppedahl 
or  Bronstein  rumors. 

-  JOEL  DAVIS 

CNC PURCHASE 
STILL  IN  WORKS 

Boston  Herald 
parent  Herald 
Media  Inc.,  still 
completing  the  due 
diligence  process, 
now  says  it  expects  to 
finalize  its  purchase 
of  Community  News¬ 
paper  Co.  by  the  end 
of  the  year,  instead  of 
Nov.  1  as  previously 
expected,  the  Herald 
reported. 

Herald  Media  is 
buying  the  suburban 
chain  from  Fidelity 
Investments  in  a  deal 
that's  expected  to 
ratchet  up  its  com¬ 
petition  with  The 
Boston  Globe. 

-  LUCIA  MOSES 


Wallace  Benton 
has  filed  his 
last  column.  “Dead¬ 
line,”  the  TV  show 
featuring  a  fictional 
tabloid  journalist 
played  by  Oliver 
Platt,  has  been  can¬ 
celed  by  NBC  after 
five  episodes. 

The  network  had 
high  expectations  for 
the  program,  created 
by  "Law  &  Order” 
Producer  Dick  Wolf, 


Latest  FAS-FAX  report:  It  sinks! 


■VA  s  statistics  show  slippage,  too 


BY  MARK  FITZGERALD 

CHICWCO 

FTER  BRIEFLY  TURNING  UPWARD  EARLY 
this  year,  circulation  and  readership  slumped 
back  into  their  familiar  patterns  of  slow  but 
steady  decline,  according  to  two  important  audits. 

The  Audit  Bureau  of  Circulations  (ABC)  FAS- FAX 
report  for  the  si.x-month  period  ended  Sept.  30 
showed  daily  circulation  —  the  number  of  average 
copies  newspaper  sold  —  declined  0.41%  from  the 
year  before,  according  to  an  analysis  by  the  Newspa¬ 


TOP  20  DAILY  PAPERS 

.ABC K\S-FAX for  Top  20  Daily  Papers 

FOR  SIX  MONTHS  ENDED  SEPT  30,  2000 

AVERAGE  DAILY 
CIRCUUTION 

GAIN/(L0S$)  SAME 
PERIOD  UST  YEAR 

1.  The  Wall  Street  Journal 

(M-F) 

1,762,751 

10,058  0.6% 

2.  USA  Today  (M-thio* 

1,692,666 

21,127  i.,3% 

3.  The  New  York  TinieS(M-F) 

1,097,180 

10,887  1.0% 

4.  Los  Angeles  Times  (M-F) 

1,033,399  (44,787)  (4.2%) 

5.  The  Washington  PostcM-F) 

762,009 

201  0% 

6.  Daily  News, New  York(M-F) 

704,463 

2,700  ()..‘I% 

7.  Chicago  Tribune  (w-F)“ 

661,699 

4,009  0.6% 

8.  Newsday(M-K) 

576,345 

1,404  0.2% 

9.  Houston  Chronicle (M-sat) 

546,799 

4,391  0.8% 

10.  The  Dallas  Morning  News 

(M-Tuu) 

495,597 

5,347  1.1% 

11.  Chicago  Sun-TimeS(M-F) 

471,031 

2,861  0.6% 

12.  The  Boston  Globe  (M-F) 

464,472 

1,621  0.4% 

13.  San  Francisco  Chronicle 

(M-F) 

457,028 

286  0.1% 

14.  The  Arizona  Republic, 
Phoenix(M-F) 

445,322 

11,802  2.7% 

15.  New  York  Post  (M-F-) 

443,951 

5,793  1.3% 

16.  Denver  Rocky 

Mountain  Ncwsim-sat) 

426,465 

30,350  7.7% 

17.  The  Denver  Post(M-SAT) 

420,033 

43,60911.6% 

18.  Star  Tribune,  Minneapolis 

(Thu-Sat)*** 

411,179 

615  0.1% 

19.  Star-Ledger,  Newark(M-F) 

407,537 

408  0.1% 

20.  The  Philadelphia  Inquirer 

(M-F) 

400,385 

1,046  0.3% 

per  Association  of  America  (NAA).  Sales  of  the  Sun¬ 
day  paper  —  whose  once-powerfiil  ability  to  grow  cir¬ 
culation  and  household  penetration  is  now  a  faded 
memory  —  were  dowm  0.71%,  NAA  reported.  When 
circulation  was  last  reported  in  the  spring,  Sunday  cir¬ 
culation  showed  a  0.6%  year-to-year  decline,  but  dai¬ 
ly  papers  eked  out  a  rare,  if  slight,  increase  of  0.2%. 

Daily  newspaper  readership  —  a  survey-based 
measurement  of  audience  —  among  adults  declined 
from  56.2%  last  spring  to  55.1%  in  the  latest  Com¬ 
petitive  Media  Index,  an  NAA  analysis  of  top-50- 
market  data  from  Scarborough  Research. 

At  first  glance,  the  latest  circulation  report  looked 
good  for  newspapers.  Among  the  20  biggest  daily 


POP  20  SUNDAY  PzVPERS 

ABC  FAS-FAX  for  Top  20  Sunday  Papers 
FOR  SIX  MONTHS  ENDED  SEPT  30.  2000 

AVERAGE  SUNDAY 
CIRCULATION 

GAIN/(L0SS)  SAME 
PERIOD  UST  YEAR 

1.  The  New  York  Times 

1,682,208 

27,677  1.7% 

2.  Los  Angeles  Times 

1,379,564  (17,369)(1.3%) 

3.  The  Washington  Post 

1,065,011  (13,27S)(1.2%) 

4.  Chicago  Tribune 

1,007,236 

2,061  0.2% 

5.  The  Philadelphia  Inquirer 

798,252  (21,845)(2.7%) 

6.  Sunday  News,  New  York 

790,935 

234  0% 

7.  The  Dallas  Morning  News 

785,758 

3,800  0.5% 

8.  The  Detroit  News 
&  Free  Press 

748,383  (20,5861(2.7%) 

9.  Houston  Chronicle 

743,009 

2,873  0.4% 

10.  The  Boston  Globe 

721,859 

(8,4971(1.2%) 

11.  Newsday 

674,662 

832  0.1% 

12.  Star  Tribune,  Minneapolis 

674,346 

818  0.1% 

13.  Atlanta  Journal 
and  Constitution 

644,239  (24,295)(3.6%) 

14.  Star-Ledger,  Newark 

608,015 

1,009  0.2% 

15.  The  Denver  Post 

586,485 

67,628  13.0% 

16.  The  Arizona  Republic, 
Phoenix 

559,170 

6  0% 

17.  San  Francisco  Examiner 
&  Chronicle 

552,400  (26,0511(4.5%) 

18.  Denver  Rocky 

Mountain  News 

529,681 

25,194  5% 

19.  Seattle  Times/ 
Post-Intelligencer 

501,845 

1,801  0.3% 

20.  St.  Louis  Post-Dispatch  487,245  (13.152)(2.6%) 


*USA  Today  Friday  edition  reported  separately  in  FAS-FAX  as  2,116,778,  again  of  10,549  copies,  or  0.5%.  Five-day  average  calculated  by  E&P:  1,777,488,  an  increase  of 
19,011  copies,  or  1.1%,  over  year-ago  period. 

**M-F  average  calculated  by  EtP:  618,097,  a  decrease  of  7,999  copies,  or  1.3%,  under  year-ago  period. 

***M-Saf  average  calculated  by  EiP:  373,828,  an  increase  of  291  copies,  or  0.1%,  over  year-ago  period. 
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papers,  for  instance,  19  gained  circulation  over  the 
year,  as  did  13  of  the  20  biggest  Sunday  papers. 

Most  of  those  gains,  though,  were  marginal  at 
best.  The  Washington  Post,  the  San  Francisco 
Chronicle,  the  New'  York  Daily  Neu's,  the  Min¬ 
neapolis  Star  Tribune,  The  Philadelphia  Inquirer, 
The  Star-Ledger  in  Newark,  N.J.,  and  Long  Island, 
N.Y.-based  Newsday  all  reported  daily  circulation 
increases  of  less  than  one-third  of  1%. 

In  addition  to  long-term  trends,  some  new'spa- 
pers  complained  that  new's  events  in  the  past  six 
months  did  not  draw  more  readers  to  the  paper. 

“We  really  haven’t  had  the  stories  that  people 
w'ere  following  closely,”  said  Steve  Alexander,  vice 
president  of  circulation  for  the  Star  Tribune.  “We 
didn’t  get  a  lot  of  lift  out  of  the  Olympics,  and  we 
haven’t  seen  an  uptick  with  the  election.”  Neverthe¬ 
less,  the  paper  was  exultant  about  its  fifth  straight 
circulation  increase,  w'hich  Alexander  attributes  in 
part  to  targeting  subscription  offers  and  delivery 
service  to  smaller  geographic  districts. 

Even  as  Denver’s  two  daily  newspapers  awaited 
approval  to  cease  business  competition  with  a  joint 
operating  agreement  (JOA),  their  continuing  price 


war  generated  the  biggest  percentage  increases  in 
circulation.  Ironically,  the  Denver  Rocky  Mountain 
News,  which  declared  itself  a  “failing  newspaper” 
for  purposes  of  the  JOA,  continued  to  maintain  its 
daily  circulation  lead  over  The  Denver  Post.  The 
Rocky  gained  an  average  30.350  copies,  or  7-7%,  to 
426,465,  w'hile  the  Post  was  up  43,609,  or  11.6%,  to 
420,033.  The  Post  widened  its  lead  on  Sundays, 
gaining  13%  to  586,485  while  the  News'  5%  gain  in¬ 
creased  its  circulation  to  529,681. 

Elsew'here,  the  Los  Angeles  Times'  circulation  de¬ 
clined  44,787,  or  4.2%,  to  a  daily  circulation  of 
1,033,399.  The  Times'  new  owner,  the  Tribune  Co., 
ended  a  distribution  deal  with  the  Spanish-language 
daily  La  Opinion  that  helped  give  the  paper  a  5% 
year-to-year  gain  in  this  spring’s  FAS-FAX.  The  L.A. 
Times  did  not  count  those  copies  in  this  period,  but  La 
Opinion  for  the  second  time  reported  a  10%  year-to- 
year  boost,  which  pumped  circulation  up  to  117,558. 

In  San  Francisco,  the  impending  breakup  of 
its  JOA  with  the  San  Francisco  Chronicle  only 
w  orsened  the  free  fall  of  the  San  Francisco  Exam¬ 
iner's  circulation,  which  fell  below’  the  100,000- 
mark  with  a  10.6%  decline  to  95,800.  11 


Teach  ing  the  First  Am  endment 

Public-education  effort  planned 


Media  launch  Cornerstone  Project 
to  foster  a  fuller  appreciation 
of  the  freedom  of  speech 


BY  TODD  SHIELDS 

W'ASHINGTON 


Almost  all 

Americans  — 
95%  —  believe 
people  should  be 
allowed  to  express 
unpopular  opinions. 

But  about  half  say  the 
press  in  America  has 
too  much  freedom. 

Those  survey  results 
from  last  spring  show 
broad  but  imperfect 
understanding  of  the 
First  Amendment.  In  a 
bid  to  deepen  apprecia¬ 
tion  of  the  U.S.  Consti¬ 
tution’s  free-speech 
guarantees,  media 
including  new’spapers 
have  embarked  upon  a 
three-year,  $5-million 


public-education  effort 
—  the  Cornerstone 
Project. 

The  project  was 
launched  last  week  by 
the  Media  Institute,  a 
Washington-based 
nonprofit  research 
foundation  specializ¬ 
ing  in  communica¬ 
tions  policy.  It  will 
use  advertisements, 
magazine  articles, 
speaking  engage¬ 
ments,  and  other 
methods  to  raise 
awareness  of  the 
First  Amendment. 

The  project  is  not 
responding  to  current 
policv’  controversies 
that  involve  the  First 
Amendment,  such  as 


whether  to  restrict 
campaign  spending  or 
to  regulate  violent  con¬ 
tent  of  films  and  TV, 
said  Media  Institute 
President  Patrick  D. 
Maines.  He  said  the 
project  w  ould  concen- 

“There  is  a 
wondei’fiil 
reservoir  of 
support  —  in 
the  abstract.” 


trate  on  raising  aware¬ 
ness  not  inside  but 
outside  the  Beltway. 

Currently,  public  un¬ 
derstanding  of  the  First 
Amendment  is  “kind  of 
a  mixed  bag,”  Maines 
said.  ‘There  is  a  won¬ 
derful  reservoir  of  sup¬ 


port  in  the  abstract.  But, 
in  the  particular,  that 
starts  to  break  down.” 

Maines  said  about 
tw  o-thirds  of  the  proj¬ 
ect’s  overall  value  would 
come  from  in-kind 
contributions  of  time  by 
the  likes  of  public- 
relations  and  adver¬ 
tising  agencies. 

Funding  parties  in¬ 
clude  the  New  spaper 
Association  of  Ameri¬ 
ca  (NAA),  the  Maga¬ 
zine  Publishers  of 
America,  and  the 
American  Association 
of  Advertising  Agen¬ 
cies.  The  National  Asso¬ 
ciation  of  Broadcasters 
will  contribute  about 
$400,000  over  three 
years.  The  NAA  has  not 
decided  its  contribution, 
but  it  expects  to  be  a 
substantial  donor,  an 
official  said.  II 


—  PATRICK  D.  MAINES 

Media  Institute 


when  it  first  aired 
Oct.  2.  It  succumbed 
to  ratings  that  had  it 
finishing  fourth  in  its 
Monday  9  p.m.  time 
slot.  “Why  it  wasn't 
at  least  given  a  shot 
on  another  night, 
considering  the  com¬ 
petition  it  was  up 
against,  is  beyond 
me,”  a  disappointed 
fan  wrote  on  Oliver- 
Online.com,  an  unof¬ 
ficial  Platt  fan  site. 

-  WAYNE  ROBINS 

EARNINGS  UP 
ATABITIBI 

Abitibi-Consolidat- 
ed  Inc.,  Mon¬ 
treal,  reported 
third-quarter  net 
earnings  of  $108  mil¬ 
lion  (Canadian),  up 
125%  from  the  same 
period  in  1999. 

The  world’s  largest 
newsprint  producer 
attributed  the  results 
to  higher  newsprint 
prices  and,  “despite 
higher  fiber  and  ener¬ 
gy  costs,”  lower  man¬ 
ufacturing  costs, 
owing  to  rationaliza¬ 
tion  and  integration 
of  operations. 

At  the  same  time, 
the  company’s  chair¬ 
man  of  six  months, 
Michel  Desbiens,  re¬ 
signed.  Abitibi  has 
named  no  successor. 
The  former  Donohue 
CEO  remains  a  direc¬ 
tor  at  Abitibi,  with 
which  his  former  firm 
merged  in  spring. 

-  JIM  ROSENBERG 

HARTE-HANKS 
EARNINGS  UP 

Shopper  giant  and 
direct  marketer 
Harte-Hanks  Inc.  re- 
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ported  13.6%  higher 
third-quarter  earnings 
driven  by  direct-mar¬ 
keting  growth,  even 
as  it  warned  that 
softness  in  retail 
could  impact  fourth- 
quarter  results. 

Net  income  was 
$21.1  million,  or  30 
cents  per  share,  a 
15.4%  increase  over 
the  year-ago  quarter’s 
26  cents.  Revenue 
totaled  $243.2 
million,  an  increase 
of  17.1%. 

Direct-marketing 
revenue  grew  20.3% 
to  $165.6  million, 
fueled  by  acquisitions 
and  offset  in  part 
by  softness  in  the 
retail  and  insurance 
industries. 

Shopper  revenue 
grew  10.9%  to  $77.5 
million  with  strength 
in  auto-  and  job- 
related  advertising. 

San  Antonio-based 
Harte-Hanks’  shop¬ 
pers  reach  more  than 
9.8  million  house¬ 
holds  in  California  and 
Florida  each  week. 

-  LUCIA  MOSES 


NewsCom  and 
PressLink  will 
merge  during  the  first 
quarter  of  next  year, 
it  was  announced 
Wednesday. 

Los  Angeles-based 
NewsCom,  which 
serves  a  heavily  inter¬ 
national  clientele,  is 
Tribune  Media  Ser¬ 
vices’  (TMS)  online 
content-delivery 
agency.  Philadelphia- 
based  PressLink, 
which  has  a  largely 
domestic  customer 
base,  is  Knight  Rid- 


APME  plans  to  sharpen  its  focus 


Its  new  president  sees  organization 
as  network  for  newsroom  managers 


BY  JOE  STRUPP 

The  Associated 
Press  Managing 
Editors’  incom¬ 
ing  president  said  the 
organization  will  narrow 
its  mission  in  the  com¬ 
ing  year  to  focus  more 
on  newsroom  manage¬ 
ment  and  the  challenges 
facing  editors  who  work 
directly  with  reporters. 


Chris  Peck,  managing 
editor  of  The  Spokes¬ 
man-Review  in  Spo¬ 
kane,  Wash.,  made  the 
comments  at  the  recent 
APME  annual  confer¬ 
ence  in  San  Antonio. 
Peck  succeeded  former 
APME  President  Jerry 
Ceppos. 

“We’ve  realized  that 
APME  should  be  a  net¬ 


work  for  peo- 
pie  who  actu-  ! 
ally  manage  j 
newsrooms,”  i 
Peck  told 
E^P.  “We  are 
narrowing  our  ^ 
focus  to  do 

fewer  things  ^  ~ 

—  and  do  ChfiS  PgcK 

them  better.”  Presid 
Peck  said 

this  narrow'er  focus  will 
mean  linking  up  with 
other  organizations, 
such  as  the  American 


President 

APME 


!  Society  of 
j  New.spaper 
■  I  Editors,  to  pro- 
vide  support  for 
newsroom  man- 
I  agement.  It  may 
I  also  mean  hir- 
i  ing  a  full-time 
—  APME  execu¬ 
tive  director. 

“APME 
would  benefit 
from  a  better  infrastruc¬ 
ture,”  Peck  said.  “We  are 
looking  at  the  executive 
director  role.”  II 


What?  You  don’t  like  our  favorite  son? 


BY  TODD  SHIELDS 

WASHINGTON 


Nmore  in  the  limelight  than  when  they  offer  Denton.  “We’ve  been  watching  t 
political  endorsements.  If  they  lean  against  long  time,”  Denton  told  E&P. 
a  local  son,  the  limelight  can  burn.  In  Minnesota,  the  St.  Paul Pio 

That’s  what  The  Hartford  Courant  found  when  it  endorse  either  candidate  for  Sei 
endorsed  Republican  George  W.  Bush  for  president  of  them  alleging  copyright  infrin 
over  Democrat  Al  t  t-  t-  t- 

Gore,  whose  run-  _ _ M|-|T;RSToTheEdITOR  ^ . 

iXseth  Readers  Are  Aghast 

man  of  Connecti-  Couraot’s  Endorsemcnt  Of  Bush 

cut.  The  Courant  _ 

barelv  mentioned  |  an*  uTiejM., 

iiiciiiiuiicu  „  rf  ,s.  I  The  Courant’sOcL  29  endorsement  of  i 

Lieberman  in  an"  — '  mar 

editorial  calling  Gore  a  status  quo  candidate  and  con-  tion,  anyhow.  The  Pioneer  Pre. 
eluding,  ‘The  status  quo  is  not  good  enough.”  best,  a  contest  among  mediocri 

The  next  day,  the  paper  endorsed  Lieberman  in 
his  concurrent  bid  for  re-election  to  the  Senate.  By  TUNED  IN  (OR  NOT) 
then,  it  was  reaping  plenty  of  reaction  to  its  presi-  Meanwhile,  the  presidentia 

dential  pick  —  enough  to  devote  a  page  to  letters  behind  interest  in  the  attack  c 
under  a  headline  that  said,  “Readers  Are  Aghast.”  ahead  of  the  Israeli-Palestiniai 

Editorial  Page  Editor  John  J.  Zakarian  said  the  pa-  10  Americans  followed  campai 
per  examined  each  race  on  its  own  terms.  “It  isn’t  while  another  37%  followed  it 
contradictory,”  he  said.  “We  were  endorsing  for  pres-  —  Pew  Research  Center  for 
ident.  That’s  what’s  on  the  ballot,  not  vice  president.”  Press,  reporting  on  results  of  ai 

Neither  one  nor  the  other  Endorsing  the  endof 

Major  newspapers  declined  to  issue  endorsements  “My  already  high  estimatic 
in  at  least  two  major  statewide  races.  In  Virginia,  The  Times  has  risen  even  further.” 
Roanoke  Times  eyed  a  U.S.  Senate  race  pitting  a  long-  i  —  Vice  President  Al  Gore  t 


EWSPAPER  EDITORIAL  BOARDS  ARE  RARELY 


Readers  Are  Aghast 


The  Couranl’s  Oct  29  endursement  of 


mer  governor.  “These  two  candidates  fail  to  arouse 
our  confidence,”  the  paper  said.  The  nonchoice  was 
not  hard  to  render,  said  Editorial  Page  Editor  Tommy 
Denton.  “We’ve  been  watching  these  two  people  for  a 
long  time,”  Denton  told  E&P. 

In  Minnesota,  the  St.  Paul  Pioneer  Press  declined  to 
endorse  either  candidate  for  Senate.  It  had  sued  one 
of  them  alleging  copyright  infringement  after  a  TV  ad 

1  HE  UDITOR  _ 

TP  A  Crll  Qt  lawsuit,  the  pa- 

^  ^  ^  per  said,  its  detach- 

)rsement OfBush 

_  questioned.  Not 

^  that  it  has  any  fa- 

^  ■*  vorite  in  the  elec¬ 
tion,  anyhow.  The  Pioneer  Press  called  the  race  “at 
best,  a  contest  among  mediocrities.” 

Tuned  in  (or  not) 

Meanwhile,  the  presidential  election  rated  just 
behind  interest  in  the  attack  on  the  USS  Cole  and 
ahead  of  the  Israeli-Palestinian  bloodshed.  Four  in 
10  Americans  followed  campaign  news  very'  closely, 
while  another  37%  followed  it  fairly  closely. 

—  Pew  Research  Center  for  the  People  and  the 
Press,  reporting  on  results  of  an  Oct.  18-22  surv'ey 

Endorsing  the  endorser 

“My  already  high  estimation  of  The  New  York 
Times  has  risen  even  further.” 

—  Vice  President  Al  Gore  to  reporters  after  re¬ 


time  incumbent  Democrat  against  a  Republican  for-  ceiving  the  newspaper’s  endorsement 


16  EDITOR  &  PUBLISHER  NOVEMBER  6,  2000 


www.edit0r3ndpublisher.com 


E  &  P  NEWS 


CALENDAR 


NOVEMBER 

I  n  llAAINDFall 
I  U  1 1  Conference, 
Ameiican  Association 
of  Independent 
News  Distributors, 
Grand  Summit 
Resort,  Park  City, 

Utah 

n_10ACP/CMA 
0  II  79th  Annual 

National  College 
Media  Convention, 

Associated  College 
Press,  College 
Media  Advisers,  Grand 
Hyatt  Washington, 
Washington 

I 

M  Breakthrough 
Branding:  The 
Indispensable 
Meetings  for 
Marketers,  Adweek 
Conferences,  Pier  60 
at  Chelsea  Piers, 

New  York 


M  Media 

Convergence 
—  Meeting  the 
Challenge:  ABC 
Annual  Conference, 
Audit  Bureau 
of  Circulations,  Royal 
York  Hotel,  Toronto 

MSNA  Classified 
Advertising 
Managers  Meeting, 
Suburban  Newspapers 
of  America,  Walt 
Disney  World  Resort 
Hilton,  Orlando,  Fla. 

M  Content 

Summit  2000: 
The  Real-Life  Portal 
for  the  Content 
Industry,  Interactive 
Publishing,  Swissotel 
Zurich,  Zurich, 
Switzerland 

Mjea/nspa 

Fall  National 


High  School  Jour¬ 
nalism  Convention, 
Journalism  Education 
Association,  National 
Scholastic  Press 
Association,  Hyatt 
Regency  &  Westin, 
Kansas  City,  Mo. 


on  OJ  WAN  Editor 
LU  L^and  Marketeer 
Conference  and  Expo, 
World  Association  of 
Newspapers,  Kempin- 
ski  Hotel,  Berlin 

DECEMBER 

MHow  to  Buy  & 
Sell  Web  Ads, 
Adweek  Conferences 
and  the  Laredo  Group, 
Hilton  Los  Angeles 
Airport  Hotel,  Los 
Angeles 

JANUARY 

7  10  NAA  Newspaper 
I  II  Operations 


SuperConf  erence. 
Newspaper  Association 
of  America,  Hilton 
Walt  Disney  World, 
Orlando,  Fla. 

MMFCP  Winter 
Conference, 
Midwest  Free 
Community  Papers, 
Embassy  Suites,  Des 
Moines,  Iowa 

MARCH 

MIFPA  Spring 
Conference, 
Independent  Free 
Papers  of  America, 
Hilton  Clearwater 
Beach  Resort, 
Clearwater  Beach,  Fla. 


NOTE:  To  list  events, 
please  e-mail  to 
calendar  @  editorand 
publisher.com  or fojc 
to  Calendar  Editor 
at  (646)  654-5370. 


ADDITIONAL  INFORMATION  ABOUT  THESE  AND  FUTURE  EVENTS  CAN  BE  FOUND  AT 

http://www.editorandpublisher.com/ephome/events/eventshtm/calendar2k.htm 


'The  Union  Leader’  one  of  a  kind 


Steering  an  independent  course 


BY  LUCIA  MOSES  tions  Inc.,  found- 


For  more  than 
50  years.  The 
Union  Leader  in 
Manchester,  N.H.,  has 
maintained  its  feisty  in¬ 
dependence  while  many 
of  its  peers  have  gone  the 
w'ay  of  chain  ownership. 

Under  a  plan  to  pre¬ 
serve  that  independence, 
the  controlling  stock  of 
The  Union  Leader  and 
its  sibling  New  Hamp¬ 
shire  Sunday  News,  was 
donated  recently  to  a 
school  named  for  the 
papers’  late  publisher. 

The  Nackey  S.  Loeb 
School  of  Communica- 


ed  in  1999,  is  tak-  j 
ing  advantage  of  T 
a  tax  law’  allowing 
nonprofit  insti- 
tutions  to  ow'n  retire 

stock  in  for-profit 
companies  w’hile 
avoiding  a  big  tax 
liability. 

The  weight 
of  federal  inheri- 
tance  taxes  has 
led  many  family-owned 
new'spapers  to  sell  to 
bigger  companies.  Inde¬ 
pendent  newspapers  ac¬ 
count  for  less  than  15% 
of  total  daily  circulation 
today,  dow’n  from  90% 


The  Union  Leader  0: 

Justice  HorioD  Nackey  Loeb  School  to  own 
mdependent  Union  Leader 

The  Union  Leader.  Live  free  or  die 
led  at  the  turn  of  the  20th  McC 

I  century.  A1 

ide-  Loeb,  a  granddaugh-  of  he 

;  ac-  ter  of  publishing  baron  Loel 

;%  E.W.  Scripps,  saw  the  serv’< 

ion  transfer  as  the  only  way  she  e 

)%  to  avoid  selling  to  a  na-  age ' 


•^^,1  tional  chain. 

Publisher  Joseph 
I  McQuaidsaid. 

5  She  feared  that 

ifboughtbya 
der  public  newspaper 

—  company,  the 

papers  would  be- 
;  FfS  come  homogen- 
;  ized  and  pres- 

sured  to  produce 
high  profits  at 
readers’  expense, 
McQuaid  said. 

After  the  1981  death 
of  her  husband,  William 
Loeb,  Nackey  Loeb 
serv  ed  as  publisher  until 
she  died  in  January  at 
age  75.  ® 


der’s  online  photo¬ 
delivery  agency. 
Together,  they  offer 
content  from  more 
than  50  providers 
to  8,000-plus 
customers. 

The  joint  venture, 
whose  name  has  yet 
to  be  determined, 
will  be  based  at 
NewsCom's  offices. 
Some  layoffs  are  pos¬ 
sible  among  the  com¬ 
bined  staff  of  31. 

NewsCom  became 
a  unit  of  TMS  after 
Tribune  Co.  bought 
the  Times  Mirror  Co. 
this  year.  Since  then, 
Tribune  and  Knight 
Bidder  also  have  got¬ 
ten  together  to  create 
the  CareerBuilder 
Network  online  job 
service  following  their 
purchases  of  Career- 
Builder  Inc.  and 
CareerPath.com. 

-  DAVE  ASTOR 

TIMEnODS 

T0MA6A1E 

The  New  York 
Times  Magazine, 
with  an  eye  toward 
high-end  readers 
and  advertisers,  is 
launching  “Style  & 
Entertaining.” 

The  magazine’s 
first  new  Part  2  in 
14  years  was  set  to 
make  its  debut  yes¬ 
terday.  It  will  publish 
twice  a  year.  The 
magazine  will  provide 
a  peek  into  the 
homes  of  entertainers 
as  it  fuses  features  on 
fashion,  food,  and  in¬ 
teriors.  Reading  it 
“should  feel  like  at¬ 
tending  a  party,  not 
being  told  how  to 
throw  one,”  Editor 
William  Norwich 
said.  -  LUCIA  MOSES 


www.editorandpublisher.com 


NOVEMBER  6,  2000  EDITOR  &  PUBLISHER  17 


Dirks,  Van  Essen  &  Murray 


ALABAMA 

Ken  Tuck  to  deputy  editor  of  The  Dothan 
Eagle  from  managing  editor  of  The 
Enterprise  Ledger. 


DISTRICT  OF  COLUMBIA 
Susan  B.  O’Leary  to  vice  president  of  adver¬ 
tising  of  The  Washington  Post  from  direc¬ 
tor  of  advertising,  effective  Jan.  1. 

Stephen  R  Hills  to  vice  president  of  sales 
and  marketing  from  vice  president  of  ad¬ 
vertising  and  marketing,  effective  Jan.  1. 


BY  JAMIE  SANTO 


NEWSPEOPLE@  EDITORANDPUBLISHER.COM 


fhas  been  named  editor  and 
senior  vice  president.  Luecke 

joined  the  Herald-Leader  in  1995  as  its  editorial  page  editor. 
Ann  Caulkins,  vice  president  of  advertising,  has  been  named 
senior  vice  president  for  sales  and  marketing.  Caulkins  joined 
the  paper  in  1998  after  serving  as  retail  advertising  director  for 
the  Fort  Worth  (Texas)  Star-Telegram. 


Tim  Bovee  to  director  of  projects  and  tech¬ 
nology  for  The  Associated  Press  in  Wash 
ington  from  Washington  systems  editor. 


FLORIDA 

Tony  DiSalvo  to  Tampa  advertising  manag¬ 
er  at  the  St.  Petersburg  Times  from  vice 
president  of  advertising  at  The  Greenville 
(S.C.)  News. 


INDIANA 

Leonard  Woolsey  to  publisher  of  The  New 
Dispatch  in  Michigan  City  from  publisher 
of  The  Daily  Corinthian  in  Corinth,  Miss. 
Woolsey  succeeds  Geoff  Moser,  now'  pub¬ 
lisher  of  The  Herald-Palladium  in  St. 
Joseph,  Mich. 


David  Hackett  to  managing  editor  of  the 
Herald-Times  in  Bloomington  from  edi 
tor  of  the  Daily  Journal  in  Franklin. 


NEW  YORK 

Nekesa  Mumbi  Moody  to  music  writer  for 
The  Associated  Press  in  New  York  from 
newswoman  on  AP’s  international  desk. 
She  succeeds  Mary  Campbell,  who  retired. 


g^anel 


S^ipP* 


NORTH  CAROLINA 
Anthony  Summerlin  to  the  newly  created 


Santori 

I  publisher  of 

the 

view  in  Decatur 
from  publisher  of  the  La  Crosse 
(Wis.)  Tribune.  Santori  suc¬ 
ceeds  Michael  Gulledge,  now 
publisher  of  the  Billings 
(Mont.)  Gazette. 


Belo  Corp. 

has  sold 

Henderson  (KY)  Gleaner 

( 1 1.300  daily  and  13,200  Sunday  circulation) 


E.W.  Scripps  Co. 

We  are  pleased  to  have  represented 
Belo  Corp.  in  this  transaction. 


119  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE.  NM  875OI  TEL:  505. 820. 2/00  FAX:  5O5.82O.29OO 
E-MAIL:  1NF0@>DIRKSVANESSEN.C0M  HTTP://WWVV. DIRKSVANESSEN.COM 


18  EDITOR& PUBLISHER  NOVEMBER  6,  2000 


www.editorandpublisher.com 


&2000  Barbara  Smaller  front  cartoonhank.com.  All  Rights  Reserved. 


NEWSPEOPLE 


position  of  general  manager  of  the  Mount 
Airy  News  from  advertising  director. 

OKLAHOMA 

Pat  Dennis  to  circulation  manager  of  The 
Daily  Oklahoman  in  Oklahoma  City  from 
circulation  metro  manager  at  the  Omaha 
(Neh.)  World-Herald.  Dennis  succeeds 
John  E.  “Ed”  Norlin,  who  is  retiring. 

VIRGINIA 

Helen  A.  Burnett  to  director  of  business  de¬ 
velopment  at  The  Roanoke  Times  from 
circulation  director. 

WEST  VIRGINIA 
Gary  Adkisson  to  publisher  of  the  Bluefield 
Daily  Telegraph  and  CEO  of  parent  Com¬ 
munity  Newspaper  Holdings  Inc.’s  West 
Virginia  marketing  group  from  publisher 
of  The  Weatherford  (Texas)  Democrat. 

ASSOCIATIONS 
Ray  Marcano,  regional  editor  at  the  Dayton 
(Ohio)  Daily  News,  elected  president  of 
the  Society  of  Professional  Journalists. 
Marcano  succeeds  Kyle  Elyse  Niederpreum. 


PENNSYLVANIA 

John  A. 
Fusco 

to  publisher  of 
the  Williamsport 
Sun-Gazette  from 
advertising  director  of  the  Al¬ 
toona  Mirror,  effective  Jan.  1. 
Fusco  will  succeed  Thomas  C. 
Briley,  publisher  since  1990, 
who  is  retiring  Dec.  31. 


OBITUARIES 


Ralph  Juillard 

91,  Died  Oct.  26 

RETIRED  PUBLISHER  OF  THREE  TEXAS  DAILIES 

JUILLARD  WORKED  AT  THREE  INDIANA 
papers  before  becoming  advertising 
director  of  The  Register  in  Santa  Ana, 
Calif.,  now  The  Orange  Coun  ty  Register. 
In  1951,  Juillard  was  named  general 
manager  and  senior  publisher  of  three 
papers  in  Texas’  Rio  Grande  Valley:  The 
Monitor  in  McAllen,  the  Valley  Morning 
Star  in  Harlingen,  and  The  Brownsville 
Herald.  He  retired  in  1980. 

Irving  Phillips 

95,  Died  Oct.  28 

CARTOONIST  WHO  CREATED  ‘THE  STRANGE  WORLD 
OF  MR.  MUM" 

A  MAN  OF  MANY  TALENTS,  PHILLIPS 
Started  out  as  the  cartoon  humor 
editor  for  Esquire  in  the  late  1930s,  and 
his  first  syndicated  comic,  “Scuffy,”  ran 
from  1945  to  1951.  In  1958,  he  created 
Mr  Mum,  a  bespectacled,  good-natured 
man  who  faced  life  with  a  perplexed 
expression.  At  its  height,  “Mr.  Mum”  was 
.syndicated  in  approximately  180  papers. 
In  addition  to  two  books  starring  Mr. 
Mum,  Phillips  wrote  a  play,  “The 
P’unnyman”;  numerous  TV  scripts; 
and  stories  for  movies,  such  as  “Song  of 
the  Open  Road,”  featuring  Jane  Powell. 

Mary  Rutter 

86,  Died  Oct.  20 

RETIRED  EDITOR  FOR  THE  ASSOCIATED  PRESS 
IN  KANSAS  CITY,  MO. 

Rutter,  a  36-year  AP  veteran, 
was  a  reporter  for  the  Journal- 
World  in  Lawrence,  Kan.,  and  The 
Hattiesburg  (Miss.)  Ammcan  before 
joining  the  wire  service  in  1942.  She 
worked  at  bureaus  in  New  Orleans, 
Baton  Rouge,  La.,  and  Jackson,  Miss., 


before  transferring  to  Kansas  City  in 
1944.  She  retired  in  1978. 

Steve  Schoenfeld 

45,  Died  Oct.  24 

FORMER  FOOTBALL  REPORTER  AT  THE  ARIZONA 
REPUBUC  IN  PHOENIX 

SCHOENFELD,  FORMER  PRESIDENT  OF 
the  Professional  Football  Writers  of 
America,  died  after  he  was  struck  by  a 
car.  After  graduating  from  the  University 
of  Kansas  in  Lawrence  in  1977,  Schoen¬ 
feld  went  to  work  as  a  sports  writer  for 
the  old  Tulsa  (Okla.)  Tribune.  Schoenfeld 
worked  for  the  now-defimct  Dallas  Times 
Herald  from  1985  to  1988.  When  the  St. 
Louis  Cardinals  left  St.  Louis  and  moved 
to  Arizona,  the  Republic  hired  him  to 
expand  its  National  Football  League  cov¬ 
erage.  Schoenfeld  covered  the  Cardinals 
until  early  this  year,  when  he  left  the 
Republic  to  join  CBS  SportsLine.com. 

Barbara  Crist  Taylor 

65,  Died  Oct.  27 

ASSISTANT  MANAGING  EDITOR  OF  THE 
WASHINGTON  TIMES 

Taylor,  who  was  graduated  with  a 
journalism  degree  from  Ohio  Univer¬ 
sity  in  Athens  in  1957,  worked  for  the 
Times  since  1985.  Early  on,  she  was  with 
The  Athens  (Ohio)  Messenger,  the  Gallup 
(N.M)  Independent,  and  The  Albu¬ 
querque  (N.M)  Tribune,  where  she  wrote 
a  society-page  column.  She  joined  the  old 
Washin^on  Evening  Star  in  1967,  serv¬ 
ing  as  copy  editor  and  news  editor.  From 
1973  to  1984,  she  worked  at  The  Wash¬ 
ington  Post  as  a  copy  editor,  metropolitan 
news  copy  desk  chief,  and  news  editor. 
Taylor  also  contributed  record  reviews  to 
Bluegrass  Unlimited  magazine. 

Jay  Thornton 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 


ore  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 


160.5  Colonial  Parkway.  Suite  200  •  Inverness.  Illinois  60067-4732 
847.991.6900  •  Fax  847.934.6607  •  inl'o@youngswalker.eom 


82,  Died  Oct.  23 

RETIRED  PUBLISHER  OF  THE  DAILY  HOME 

IN  TALLADEGA.  ALA. 

Thornton  spent  four  years  as 
sports  editor  of  The  Tuscaloosa  News 
while  earning  his  journalism  degree  at 
the  University  of  Alabama.  In  1939,  he 
bought  a  weekly  in  Haleyville,  and  in 
1962  converted  it  to  a  daily.  Thornton 
sold  it  in  1965,  when  he  was  hired  as 
general  manager  and  executive  vice 
president  of  The  Daily  Home.  He  later 
became  publisher,  retiring  in  1991.  He 
was  president  of  the  Alabama  Press 
Association  in  1986-87- 
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That's  right,  ONE  fully-integrated  solution.  Instead  of  several  systems,  different  interfaces  and  no  real¬ 
time  data,  there  is  mySAP  Media.  With  SAP's  customizable  solution,  you'll  be  able  to  greatly  streamline  the 
efficiency  of  your  business  processes.  To  highlight  one  feature,  mySAP  Media  expertly  manages  advertising 
sales  and  subscriptions  online  with  automated  billing  -  no  more  data  reconciliation!  So  join  the  over  400 
media  companies  that  have  implemented  mySAP  Media,  and  find  out  how  this  adaptable  solution  can  grow 
your  company  as  it  faces  future  challenges. 

Call  1-800-762-1727  (media  extension)  or  visit  www.sap.com/usa/dm/media  to  receive  your  FREE  Media 
Solution  Kit,  which  includes:  a  demo  CD,  executive  summary,  success  story  and  the  signature  hat  worn  by  SAP's 
famous  golf  pro,  Jesper  Parnevik. 


EDITORIALS 

THE  PEOPLE'S  tOORT 

While  judges  across  the  U.S.  shut  courts  to  the  press  and  public, 
California’s  courts  are  becoming  models  of  openness 

Like  the  1954  murder  trial  of  the  administrative  arm  of  California’s  court 
Dr.  Sam  Sheppard  in  Cleveland  system,  voted  18-1  to  forbid  judges  from 
—  remembered  or  at  least  automatically  sealing  court  records, 

mythologized  as  a  chaotic  1  This  change  will  stop  the  outrageous,  but 

circus  where  participants  shoved  justice 
aside  as  they  mugged  for  the  TV  cameras 


the  administrative  arm  of  California’s  court 
system,  voted  18-1  to  forbid  judges  from 
automatically  sealing  court  records. 

This  change  will  stop  the  outrageous,  but 
ubiquitous,  practice  of  sealing  records  just 
because  the  parties  “stipulate”  it.  Under  the 


conduct  of  O.  J.  Simpson’s  more  recent 
criminal  trial  in  Los  Angeles  has  proven 
a  handy  rationale  for  those  who  prefer 
to  treat  America’s  courtroom  as  a  cozy 
private  club  where  the  press  and  public 
are  decidedly  not  invited. 

In  state  after  state,  pro¬ 
posals  to  permit  cameras  in  The  rest 
more  courtrooms  or  other-  . 

wise  open  public  access  to  tile  COllIltl  \ 

all  aspects  of  trial  have  been  WO  11  Id  do  Well 

swatted  away  with  a  few  . 

offhand  references  to  Judge  tX)  eilllllS-te 

L^ce  ito  or  attorney  California’s 

Johnnie  Cochran.  And 

while  Justice  Ruth  Bader  exailiple. 

Ginsburg  told  The  Ottawa 
Sun  the  other  day  that  she  wouldn’t 
necessarily  object  to  cameras  in  the  U.S. 

Supreme  Court,  the  high  court’s  prevailing 
opinion  was  pretty  much  summed  up  by 
Justice  David  Souter’s  famous  comment  in 
1996  to  a  Senate  subcommittee:  “The  day 
you  see  a  camera  come  into  our  courtroom 
it’s  going  to  roll  over  my  dead  body.” 

Little  noticed  as  courts  grow  less  open 
all  around  the  country  is  the  fact  that  the 
courts  in  California  —  which  endured  not 
only  the  O.J.  fiasco  but  the  trials  of  such  in¬ 
famous  defendants  as  the  Menendez  broth¬ 
ers,  the  Hillside  Strangler,  Charlie  Manson, 
and  Zsa  Zsa  Gabor  —  are  transforming 
themselves  into  models  of  public  access. 

The  latest  evidence  came  a  little  more 
than  a  week  ago  when  the  Judicial  Council, 


EDITORts’ 

PUBLISHER 


EDITOR-IN-CHIEF  Sid  Holt 
GROUP  EDITOR  William  F.  Gloede 


—  the  widespread  public  disgust  over  the  |  new  procedure,  a  judge  cannot  seal  a  record 


i  without  first  conducting  an  open  hearing 
j  and  explaining  why  there’s  an  “overriding” 
j  interest  to  do  it,  such  as  to  prevent  the 
I  release  of  trade  secrets  or  the  addresses  of 
witnesses.  The  change  should  have  the 
happy  effect  of  making  judges  far  more 

reluctant  to  rubber-stamp 
[  sealing  requests.  Truly 

sensitive  documents 
\  related  to  juvenile  criminal 

iO  well  cases  or  family  mediations 

are  exempted  from  the 
new  regulation. 

» I . » V  These  latest  rules 

*  a  n  J  ^  i-r  • 

grew  out  of  the  California 
£  •  Supreme  Court’s  landmark 

ruling  last  year  that  lower 
I  courts  cannot  kick  the  press  and  public 
!  out  of  a  civil  trial  when  the  jury  is  not 
I  present.  That  decision  stands  as  a  healthy 
I  counterweight  against  the  notion  — 
increasingly  accepted  by  judges  across 
i  the  land  —  that  juries  cannot  be  fair 
'  unless  they  are  locked  in  some  kind  of 
1  media-proof  isolation  booth, 
j  California  being  California,  tbe  high 

j  court  offers  not  only  legal  and  bard-headed 
I  reasons  for  ensuring  citizens  have  unfet- 
j  tered  access  to  court  proceedings  —  but 
I  some  New  Age  touches  as  well.  Public 
I  access,  it  declared  last  year,  can  “serve 
a  ‘therapeutic’  value  to  the  community.” 

I  The  rest  of  the  country  may  chuckle 

I  —  but  it  would  do  well  to  emulate 
I  California’s  example. 
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OP-ED 


Newspapers  have  perpetuated  a  myth  of  ‘overwhelming’ 
support  for  capital  punishment,  with  deadly  results 


IF  I’VE  READ  IT  ONCE,  I’VE  READ  IT  A  HUNDRED  TIMES:  AmER- 

icans  “overwhelmingly”  support  the  death  penalty.  A 
recent  article  in  The  New  York  Times  began,  “Americans 
want  capital  punishment,  and  they  want  it  now.”  But  is 
this  really  what  the  public  wants?  If  so,  is  the  support  as 
bullish  as  journalists  believe?  Or  is  this  a  tragic  American  myth, 
perpetuated  by  the  press,  with  deadly  consequences?  Contrary 
to  what  you  read  —  or  write  —  in  the  newspaper,  conflict 


and  ambivalence  surround  capital  pun¬ 
ishment  in  America. 

Even  as  the  execution  rate  soars,  oppo¬ 
sition  to  state  killing  —  on  moral,  practi¬ 
cal,  and  legal  grounds  —  has 
intensified.  One  Death  Row 
controversy  after  another  has 
emerged,  ranging  from  who  we 
kill  (a  woman,  in  Texas)  to  how 
we  kill  (the  electric  chair,  in 
Florida),  and  the  steady  release 
of  prisoners  Irom  Death  Row, 
based  on  DNA  test  results,  now 
threatens  the  verj’  institution  of 
capital  punishment. 

Polls,  in  fact,  are  now  drifting  in  the 
anti-death-penalty  direction.  A  recent 
Gallup  Poll  found  backing  for  capital 
punishment  at  its  lowest  level  in  nearly 
a  decade,  down  from  80%  to  64%. 

Now,  you  may  argue  that  this  still 
suggests  pretty  powerful  support.  But 
look  more  closely. 

In  recent  years,  more  than  two-thirds  of 
the  states  have  enacted  procedures  for 
sentencing  murderers  to  life  without 
parole,  with  no  chance  that  a  convict  will 
ever  get  out.  At  the  same  time,  pollsters 
began  listing  life  without  parole  as  an 
alternative  to  executions,  with  interesting 
results.  In  many  surveys,  support  for  execu¬ 
tions  as  the  preferred  choice  for  punishing 


those  convicted  of  first-degree  murder 
suddenly  dropped  below  50%.  An  ABC 
News  poll  this  year,  for  example,  showed 
support  for  the  death  penalty  falling  off  to 
48%  when  life  without  parole 
was  proposed  as  an  option. 

Polls  in  New  Jersey,  Mis¬ 
souri,  North  Carolina,  Virginia, 
Ohio,  California,  and  other 
states  show  much  the  same 
thing.  A  March  2000  poll  by 
the  Chicago  Tribune  found 
virtually  an  even  split  in 
Illinois:  43%  backing  execu¬ 
tions,  41%  life  without  parole. 

That  ABC  poll,  further  damaging  the 
myth  of  “overwhelming  support”  for 
capital  punishment,  found  several  large 
segments  of  society  expressing  strong 
preference  for  life  without  parole  over 
executions,  with  Democrats  choosing 
“life”  over  death  by  53%  to  37%,  women 
by  50%  to  39%,  and  blacks  by  a  lopsided 
67%  to  26%.  Hardly  a  ringing  endorse¬ 
ment  of  executions. 

What’s  striking  about  these  findings  is 
that  many  Americans  still  have  little 
confidence  in  life  without  parole.  The 
trend  to  life  without  parole  is  only  a  few 
years  old,  few  know  about  it,  and  it  will  take 
many  more  years  before  most  of  the  public 
believe  that  it  really  means  what  it  says. 


Why  do  a  growing  number  of  citizens 
(and  capital  jurors)  seem  to  favor  an  alter¬ 
native  to  executioas?  A  Gallup  Poll  in  June 
showed  that  41%  believe  the  death  penalty 
is  applied  unfairly  in  this  country  —  and 
80%  said  they  believed  an  innocent  person 
had  been  executed  in  the  past  five  years. 

Oddly,  whUe  most  newspapers  have 
almost  totally  overlooked  these  views,  they 
have  in  other  ways  done  much  to  contribute 
to  the  rise  in  anti-death-penalty  sentiment 
in  the  country.  It  was  a  Chicago  Tribune 
series  on  wrongful  convictions,  for  instance, 
that  helped  spark  the  current  Illinois  mora¬ 
torium  on  executions.  And  many  leading 
newspapers  have  editorialized  for  morato- 
ria  —  or  outright  abolition  —  in  their 
states,  including  The  Sun  in  Baltimore,  the 
San  Francisco  Examiner,  The  New  York 
Times,  The  Philadelphia  Inquirer,  The 
Miami  Herald,  the  Pittsburgh  Post-Gazette, 
and  The  Christian  Science  Monitor. 

A  Newsweek  poll  in  June  showed 
that  more  than  one-third  of  the  sample 
voiced  support  for  a  moratorium  on 
executions,  like  the  one  instituted  in 
Illinois.  Still,  reporters  routinely  refer 
to  “overwhelming”  support  for  capital 
punishment. 

How  the  press  depicts  national  senti¬ 
ment  is  crucial  in  this  case  (as  Robert  Jay 
Lifton  and  I  show  in  our  new  book,  “Who 
Owns  Death?”),  for  public  opinion  drives 
the  death  penalty  in  America  more  than  it 
does  virtually  any  other  issue.  Legislators 
and  candidates  for  office  usually  embrace 
the  idea  of  executions,  convinced  it  would 
be  political  suicide  to  act  otherwise.  In 
recent  decades,  even  U.S.  Supreme  Court 
justices  have  cited  poll  results  in  ruling 
that  capital  punishment  does  not  repre¬ 
sent  cruel  and  unusual  punishment. 

Communicating  what  the  public  actual¬ 
ly  believes  about  the  death  penalty  is  obvi¬ 
ously  crucial,  for  any  perceived  dwindling 
of  public  support  endangers  tbe  entire 
process.  More  politicians  will  begin  speak¬ 
ing  out  against  executions  if  they  see  it  no 
longer  means  political  death  to  do  so. 

Only  then  will  America  join  the  rest  of 
the  modem  Western  world  in  abandoning 
capital  punishment,  that  “barbaric  vestige 
of  an  archaic  culture,  ”  as  Russell  Baker 
aptly  observed.  11 

Mitchell,  E&P  features  editor,  is  co-author 
(with  Robert  Jay  Lifton)  of the  just-pub¬ 
lished  book,  “Who  Owns  Death?  Capital 
Punishment,  the  American  Conscience  and 
the  End  of  Executions’' (William  Morrow). 
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Newspaper  executives  endorse,  plan  to  vote  for  - 
and  predict  a  big  victory  for  Bush 

Editors  and  publishers  pick  the  president 


TIPP  asked  editors  and 
publishers  which  candidate 
would  carry  their  home 
states,  then  declared  a 
state  for  a  candidate. 


Electoral  votes 
necessary  to  win: 

270 


Has  Gore,  with  his  many  missteps,  handed 
the  election  to  Bush?  The  Texas  governor 
may  be  as  surprised  as  anyone  that  he 
now  seems  firmly  in  control  —  in  the  view 
of  most  newspaper  editors  and  publishers. 


BY  GREG  MITCHELL 


IT’S  George  W.  Bush  —  big  time.  The  nation’s  newspaper 
editors  and  publishers  strongly  believe  the  Texas  governor 
will  beat  Al  Gore  in  Tuesday’s  election  for  president.  By  a 
wide  margin,  they  plan  to  vote  for  him  themselves.  And,  to 
complete  this  Republican  trifecta,  newspapers  endorsed 
Bush  by  about  2-to-l  nationally.  One  has  to  wonder:  whatever 
happened  to  the  so-called  “liberal  press”? 

These  results  —  surprising  in  their  clear-cut  nature  —  come  from 
an  exclusive  Editor  ^  Publisher /TIVP  survey  completed  exactly  one 
week  before  the  election.  (Results  of  a  separate  newspaper  readers’ 
poll  start  on  p.  7  of  this  issue.)  The  poll  was  conducted  for  E&P  by 


TIPP,  a  national  polling  firm  in  Oradell, 
N.J.,  a  unit  of  TechnoMetrica  Market 
Intelligence. 

TIPP  polled  193  newspaper  executives 
across  the  country,  almost  evenly  divided 
between  editors  and  publishers.  This 
sample  was  weighted  to  roughly  reflect 
the  national  breakdown  of  small  (under 
50,000  circulation),  medium  (50,000 
to  100,000),  and  large  (over  100,000) 
daily  newspapers. 

Besides  seeking  views  on  election 
results  and  endorsements,  surveyed 
the  editors  and  publishers  on  a  wide 
range  of  related  issues,  including 
perceptions  of  bias  and  overall  coverage 
of  the  presidential  race. 


This  provided  some  unexpected  and 
revealing  results.  For  example,  about 
25%  of  the  editors  and  publishers  stated 
they  believe  that  newspapers,  overall, 
showed  bias  in  covering  the  presidential 
race,  favoring  one  candidate  over  the 
other  —  but  only  4.7  %  said  that  their 
paper  showed  any  slant. 

Give  US  a  call 

With  the  election  still  considered 
tight,  and  a  dozen  or  more  states  in 
the  “toss-up”  category,  the  analysis  of 
knowledgeable  local  observers  — 
newspaper  editors  and  publishers,  for 
example  —  should  carry  extraordinary 
weight  this  year. 


Endorsements;  Small  is  beautiful  for  Bush 


Bush 


Gore 


I  I  Neither 


Which  candidate  has  your  newspaper  endorsed  in  the  upcoming  2000  presidential  election? 

Over  100,000  circulation  50,000-100,000  circulation 


Due  to  rounding,  totals  may  not  equal  100%. 


Under  50,000  circulation 


Source:  E&P/TIPP 
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ment  in  the  presidential  race  this  j^ear. 

Al  Gore  may  wish  they  didn’t. 

Once  again,  the  Democratic  candidate 
came  up  short,  with  Bush  earning  48% 
of  the  nods  to  23%  for  Gore.  In  this  case, 
size  matters,  with  smaller  papers  going 
for  Bush  almost  3-to-l,  midsize  papers 
5-to-3,  and  larger  papers  5-to-4.  The 
papers  that  backed  Bush,  according  to 
the  TIPP  analysis,  represent  58%  of  total 
national  circulation  while  Gore’s  boosters 
represent  42%. 

The  leading  reasons  for  endorsing  Bush 
cited  in  the  poll  were  “moral  trust”  and 
“strong  leadership,”  while  Gore’s  chief 
selling  points  are  “government  experience’ 
and  “the  state  of  the  economy”  —  no 
surprises  there. 

The  editors  and  publishers  are  not  shy 
about  claiming  that  their  endorsements 
have  significant  impact.  Nearly  40%  say 


endorsements  do  not  result  in  “biased 
coverage”  in  newspapers. 

More  than  half  the  sample  said  that 
there  are  often  “strong  disageements” 
within  their  editorial  boards  on  whom  to 
endorse.  That’s  one  reason  one  in  four 
newspapers  —  one  in  three  among  smaller 
papers  —  offered  no  endorsement  this 
year.  Michael  Rogers,  managing  editor 
of  The  Evening  Times  in  Sayre,  Pa., 
explained,  “Our  publisher  does  not  like 
them,  and  we  could  not  come  to  a  consen¬ 
sus  on  our  editorial  board.  Our  publisher 
feels  it  can  appear  too  partisan.” 

Stan  Tiner,  editor  of  The  Sun  Herald 
in  Biloxi,  Miss.,  agreed,  proposing  that 
newspapers  “should  move  to  a  no¬ 
endorsement  policy.” 


Unfortunately  for  Al  Gore,  most  of 
these  local  “experts”  seem  to  feel  that 
the  election  is  slipping  away  from  him. 

Editors  and  publishers  in  most  of  the 
key  toss-up  states,  including  Florida, 
Oregon,  and  Pennsylvania,  predict  a  Bush 
win  in  their  states.  Even  those  in  Gore’s 
home  state  of  Tennessee  predict  a  Bush 
win  there.  This,  essentially,  puts  Bush  over 
the  top,  giving  him  301  electoral  votes  to 
237  for  Gore  (see  map).  The  vice  presi¬ 
dent,  in  this  view,  will  hold  California, 
Michigan,  Minnesota,  and  Wisconsin  — 
but  it  won’t  be  enough. 

Looking  at  the  national  race  from  a  local 
perspective,  the  editors  and  publishers 
provide  more  bad  news  for  Gore.  By  an 
astonishingly  wide  margin,  55%  to  14%, 
they  forecast  a  Bush  triumph  across  the 
United  States.  Even  those  who  plan  to 
cast  their  votes  for  Gore  narrowly  pick 
Bush  as  the  likely  winner. 


Personal  vieiL's 

OK,  newspapers  may  have  endorsed 
Bush  at  a  2-to-l  rate,  but  how  did 
their  publishers  and  top  editors 
(often  reputed  to  be  rather  liberal 
in  outlook)  feel  about  that  choice, 
which  was  not  always  in  their 
hands?  Pretty  darn  good,  to  judge 
by  the  survey  results. 

For  they  show  that  by  almost  precisely 
the  same  2-to-l  ratio,  these  executives 
plan  to  vote  for  Bush  this  week.  There  are 
some  significant  differences  within  this 
overall  finding,  however.  Publishers  back 
Bush  59%  to  20%  —  while  editors  give 
Bush  the  edge  by  just  5%.  Still,  this  punc¬ 
tures  a  common  view  that  newsroom 
chiefs  have  a  certain  leftward  tilt. 

There  are  also  huge  disparities  depend- 


Newspapers  fear  that  readers 
believe  endorsements  affect 
co\  erage,  but  make  them  aim\  ay 

that  newspaper  endorsements  “lead  to 
superior  candidates  being  elected.” 

Almost  36%  disagree  with  this,  with 
the  rest  not  sure. 

Yet.  making  selections  also  come  with 
a  cost.  For  46%  believe  that  “readers 
may  perceive  we  are  partisan  if  we  endorse 
a  candidate.  “  (More  than  54%  of  editors 
express  these  fears.)  But  they  disagree 
strongly  with  the  idea  that  their  readers’ 
fears  are  justified,  as  86.5%  asserted  that 


Endorsements 

“The  voter  this  year  is  more 
independent  than  ever  before,” 

Richard  E.  Campbell,  editor  of  The 
Argus-Press  in  Owosso,  Mich.,  told  us. 
“He  is  voting  for  himself,  not  what  the 
newspaper  tells  him.” 

Clearly,  however,  newspaper 
executives  still  believe  in  the  value 
and  importance  of  editorial  endorse¬ 
ments.  According  to  the  survey,  four 
out  of  five  believe  that  endorsing  candi¬ 
dates  “is  an  important  responsibility  of 
newspapers.”  And,  in  fact,  at  least  three 
out  of  four  papers  did  make  an  endorse¬ 


Generally  speaking,  how  would  you  rate  the  coverage 
of  the  presidential  race  by  American  newspapers? 


rT~.l  Agree  HI  Disagree  |  |  Neither 

Endorsements  lead  to  superior  candidates  Generally,  endorsements  result  in  biased 
being  elected.  coverage  in  newspapers. 


No  j 
Answer 


Excellent 

1=3  1 

1  Good  I 
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ing  on  the  size  of  newspapers.  Editors  and 
publishers  at  small  papers  support  Bush 
overwhelmingly  —  but  at  midsize  and 
large  newpapers,  the  vote  is  evenly  divid¬ 
ed.  (Interestingly,  more  than  one  in  three 
editors  refused  to  divulge  their  vote.  Just 
one  in  five  publishers  felt  this  way.  ) 

More  food  for  thought  is  found  in  the 
fact  that  nearly  all  of  the  executives  at  pa¬ 
pers  that  backed  Bush  intend  to  vote  for 
him  —  while  more  than  a  quarter  of  those 
at  Gore  papers  plan  to  switch  sides  and 
vote  for  Bush. 

A  rare  exception  to  all  of  this  is  David 
Felts,  editor  of  The  Daily  News  in 
Greenville,  Mich.,  who  plans  to  vote  for 
the  Libertarian  candidate  for  president 
even  though  his  paper  backed  Bush.  “I 
would  rather  vote  my  heart  than  not,”  he 
reports.  “There  are  times  when  I  can 
disagree  with  the  paper.” 

Coverage 

As  we  have  observed,  roughly  one  in 
four  in  the  EC^F/TIPP  sample  said 
newspapers  provided  coverage  that 
favored  one  candidate  over  the  other 
this  year.  Of  course,  there’s  another  way 
to  look  at  it:  the  vast  majority  of  editors 
and  publishers  believe  that  the  press 
provided  very  balanced  coverage  this 
time  around. 

Of  the  group  that  detected  bias,  four  out 
of  five  said  the  candidate  treated  as  the 
favorite  son  was  A1  Gore.  Most  of  those 
making  this  claim,  to  be  sure,  were  Bush 
backers,  although  about  one  in  10  Gore 
supporters  agreed  with  this  view.  (If  Gore 


does  lose  the  election,  one  has  to  wonder 
whether  press  bias,  if  it  existed,  worked  in 
his  favor  —  or  hurt  him.) 

“I  don’t  think  it  is  some  internal  or  con¬ 


spiratorial  thing,”  Brian  Cooper,  executive 
editor  of  the  Telegraph  Herald  of 
Dubuque,  Iowa,  told  us,  “but  Gore  has 
probably  gotten  a  lot  more  attention.” 

While  only  a  handful  admit  that  their 
paper  showed  favoritism  in  this  race,  most 
of  those  who  do  make  this  confession  say 
that  they  slanted  toward  Bush. 

Despite  these  claims,  the  editors  and 
publishers  feel  that,  overall,  newspapers 
provided  fine  coverage  of  the  presidential 
race,  vdth  60%  rating  it  as  “excellent”  or 
“good,”  28%  “fair,”  and  just  4.7%  “poor.” 
Editors  and  publishers  felt  about  the  same 
way  concerning  this  —  as  they  did  in  many 
other  areas. 

David  Levine,  editor  of  The  Tribune- 
Democrat  in  Johnstovm,  Pa.,  called  cover¬ 
age  this  year  “thorough”  and  “a  lot  more 
objective”  than  in  the  past,  volunteering 
that  “this  is  the  fairest  The  New  York  Times 
has  ever  been”  and  adding  that  he  was 
“also  impressed  with  AP.” 

Mike  Gallaway,  publisher  of  The 
Express  Star  in  Chickasha,  Okla.,  told 
us,  however,  that  he  feels  that  the  coverage 


of  the  race  “is  often  slanted  toward  who 
the  paper  wants  to  win.  To  be  excellent,  we 
would  report  on  the  truth  on  both  sides.” 
And  Charles  Pittman,  publisher  of  the 

Quad-City  Times  in  Daven¬ 
port,  Iowa,  said,  “We  let  the 
candidates  dictate  what  is 
covered  more  than  people 
dictating  the  issues.  I  don’t 
know  if  we  get  a  true  under¬ 
standing  of  what  the  true 
issues  are.” 

True  understanding  or  not,  the  mioment 
of  truth  is  now  at  hand.  And  as  Oklahoma 
Publisher  Mike  Gallaway  puts  it,  “When  it 
is  all  said  and  done,  I  think  people  pick 
who  they  see  as  best.”  May  the  best  man 
win.  11 

Reporting  assistance  for  this  article 
provided  by  Joe  Strupp. 


Methodology 

TIPP  President  Ragtiavan  Mayur  has 
assembled  for  EiP  a  panel  of  about  800  editors 
and  publishers  from  newspapers  of  all  sizes. 

A  survey  questionnaire  was  faxed  to  each  of 
them,  and  193  returned  it  with  their  answers. 

The  margin  of  error  for  the  poll  is  7.5%.  TIPP 
received  no  replies  from  just  three  states 
(Delaware,  Maine,  and  West  Virginia)  and 
Washington,  so  Mayur  “called”  them  for  a 
candidate  based  on  latest  polling  data.  The 
latest  polls  were  also  taken  into  account  for 
four  states  where  predictions  were  about  evenly 
split:  Illinois,  Michigan,  Missouri,  and  Wisconsin. 


I  ‘We  let  the  candidates  dictate 
I  what  is  covered  more  than  people 
I  dictating  the  issues,”  says  Charles 
I  Pittman,  an  Iowa  publisher. 


Publishers  back  Bush,  editors  divided  ■  bush  u  G»re 

Who  do  you  plan  to  vote  for  in  the  upcoming  2000  presidential  election? 

Total  Editors 


I  I  Other  [  I  No  answer 
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Rev  up  ad  revenues,  grow  circulation,  build  your  brand  - 
E&P’s  International  Sales  &  Marketing  Conference  will  give  you  the  tools,  ideas 
4^nd  expertise  you  need  to  compete  in  today's  evolving  media  marketplace. 

^  WHO  SHOULD  ATTEND: 

Publishers  •  General  Managers  •  Advertising  Executives  •  Circulation  Executives 
”  •  Consumer  Marketers  •Classified  Executives  •  Marketing  Executives 

i  •  New  Media  Executives  •  Advertising  Agency  Executives  ^  ^ 


AT  E&P’S  SALES  &  MARKETING  CONFERENCE,  YOU  WILL 


LEARN  FROM  INDUSTRY  EXPERTS 

•  Hear  industry  speakers  from  around  the  world  share  their  successful  strategies  for 
increasing  market  share  and  capturing  new  business. 


*  Focus  on  vital  issues  and  challenges  in  customized  circulation,  display  and  classified 
advertising  and  marketing  tracks. 


•  Network  with  colleagues,  customers  and  vendors. 


A 


A 


RUILD  MARKET  SHARE  Y} 

•  Find  out  how  changing  consumer  demographics  will  impact  your  business.  / 

•  See  how  new  technology  can  extend  your  brand.  1 

•  Foster  successful  partnerships  within  your  own  newspaper,  and  among  your  customers  \ 

and  competitors.  ^ 

AND  TAKE  IT  TD  THE  RDTTDM  LINE. 

•  Pick  up  proven  techniques  for  subscriber  acquisition  and  putting  the  brakes  on  churn. 

•  Develop  home  run-hitting  ad  sales  proposals. 

•  Learn  how  to  organize  and  train  your  sales  force  to  sell  an  integrated  product  line 
leading  to  across-the-board  revenue  growth. 

Plan  now  to  attend  E&P’s  International  Sales  &  Marketing  Conference. 

It*ll  be  one  of  the  best  investments  that  you’ll  make  in  2DD1 . 


For  more  information  or  to  register,  visit  the  E&P  Web  site  at 

www.eclitorandpublisher.com 


Media  Partners 


■  V.  \ 
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There  are  320  million''  people  who  aren't 
ourrently  reading  your  newspaper 

But  they  urG^wutchinQ  TV 

-  ..  '  Internet- users  are  potential  newspaper  readers.  ■  ' 

The  Transoast  interactive  television/internet  service  is  a  perfect 
subscription  premium.  Increase  circulation,  readership  and 
Dver-all  revenues  for  your  newspaper.  Your  newspaper  can  offer 
FREE  internet  hookup  to  both  NEW  and  RENEWAL  subscribers, 
h  no  computei;  needed."*  "  '  ' 

Increase  circulation,  increase  readership  and  increase  ad 
revenue  at  the  touch  of  a  button.  It's  as  easy  as  1-2-3, 


world  wide  web  directly  through  an  existing  television.  A 
unique  reason  to  subscribe  to  your  newspaper,  it  offers 
high  proven  retention  and  complete  reader  satisfaction. 


■ 

1 

”1 

lirculationj 

Transcast  provides  interactive  news.  The  reader  can  get  more 
of  the  story  by  connecting  to  your  newspaper  online. 


Transcast  offers  reader-power  which  means  additional 
buying-power.  It's  a  perfect  way  to  give  your  advertisers 
even  greater  return  on  their  investments. 


The  Transcast  system  and  remote  keyboard  connect  your  readers  to  their  own  TV  and  phone  line.  There 
are  no  monthly  service  fees  and  no  computer  needed.**  Transcast  offers  custom  circulation  packages,  cus¬ 
tom  advertising  packages,  sales  incentive  packages  and  employee  based  packages.  Transcast  systems 
offer  complete  internal  customer  service  and  a  30  day  100%  money-back  guarantee. 


*  Source:  Internet  Daily  Circulation  **  Phone  line  and  credit  card  required. 


They  could  be  on  your  website 
courtesy  of  free  internet  service. 


Transiost  International 
P.O.Box  51 624  Palo Aho.CA  94303 
1-800-565-7552  1-650-864-5199  (fax) 

www.transcast.net 
code;  106 


Lobby  of  the  new  home  of  The  Bulletin  —  and  headquarters  of  its 
parent  company,  Western  Communications  —  in  Bend,  Ore. 


Overlooking  the  building’s  museum  area,  with  Pilot 
Butte  behind  him,  architect  Dario  DiMare  gives  a 
Bulletin  photographer  a  tour  of  his  new  workplace. 
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BY  JIM  ROSENBERG 


Designing  a  successful  news- 
paper  office  and  production 
building  is  easy.  Simply  create 
something  that  looks  good 
and  works  well  —  and  make  it 
compatible  with  the  publisher’s  budget,  as 
well  as  the  paper’s  staff,  equipment,  work 
flow,  and  anticipated  growth,  then  factor  in 
local  history,  character,  sensibilities,  laws, 
climate,  and  topography. 

In  other  words,  make  everybody  happy. 

Fortunately  for  the  newspaper  business,  there  are  firms 
willing  to  try  to  do  just  that.  Their  services  range  from  a 
brief,  single-site  consulting  assignment  long  before  the  first 
shovel  or  hammer  is  lifted  to  multisite  responsibility  for 
everything  from  strategic  planning  to  supervising  construc¬ 
tion  to  selecting  equipment. 

One  young  firm  does  all  those  things  and  more,  and  it 
does  them  only  for  newspapers.  Begun  six  years  ago  as  a 
debt-swamped,  one-man  operation  by  an  architect  who  had 
specialized  in  newspaper  projects  for  larger  firms,  Dario 
Designs  of  Framingham,  Mass.,  has  doubled  in  size  in  each 
of  the  past  four  years. 

Late  last  month,  founder  Dario  D.D.  DiMare  made  his 
last  official  appearance  in  Bend,  Ore.,  for  the  formal 
opening  of  the  new,  two-story  headquarters  of  The  Bulletin 
and  the  27,000-circulation  daily’s  parent  company. 
Western  Communications,  parent  of  eight  other  Oregon 
and  California  newspapers. 


I 


www.editorandpublisher.com 
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The  Bulletin’s  west  elevation:  Newsprint  storage  is  to  the  left,  the  pressroom  is  in  the  center,  and  the  main  corridor  and  offices  are  to  the  right. 


tion;  and,  more  generally,  newspapers  of 
all  sizes  had  begun  building  again  after  a 
gradual  recovery  from  their  worst  reces¬ 
sion  in  50  years. 

Soon,  DiMare  had  enough  work  to  take 
on  David  Hogan  as  partner.  A  year  later, 
they  added  two  staffers.  Last  year,  they 
had  eight  employees,  and  Dario  Designs 
expects  to  end  this  year  with  16.  “Then 
we’re  going  to  stop,”  says  DiMare,  adding 
that  “we  have  a  couple  of  other  firms  that 
work  for  us  to  help  carry  the  overload. 

But  that’s  it.” 


about  whom  it’s  hard  to  believe  that  he 
ever  lacked  confidence.  Raised  in  Ashta¬ 
bula  in  northeastern  Ohio,  he  entered 
Kent  State  University  with  poor  grades 
—  but  graduated  with  honors,  partly  due 
to  his  discovery  of  architecture.  He 
worked  for  a  while  during  college  as  a 
mucker  tunneling  under  Lake  Erie  to  pay 
for  a  semester  of  study  in  Florence,  Italy. 

DiMare  was  recruited  right  out  of  Kent 
State  by  the  Austin  Co.,  based  in  Cleve¬ 
land.  He  spent  11  years  with  Austin  — 


At  the  same  time,  across  the  country, 
Dario  Design’s  vice  president,  David 
Hogan,  was  in  Alabama,  meeting  with 
executives  from  another  27,000-circula¬ 
tion  daily.  The  Ann  iston  Star,  and  its  par¬ 
ent  Consolidated  Publishing  Co.,  which 
recently  approved  plans  for  its  own  new 
headquarters.  As  in  Bend,  plans  call  for 
construction  of  a  production  and  distri¬ 
bution  plant  at  the  location. 

While  The  Bulletin  now  occupies  its 
new  site,  the  Star  can  only  contemplate  a 
wooded  hillside.  That  difference  in 

along  with  the  papers’  ^ 


timing 

similar  circumstances  and  objectives 
—  permits  a  revealing  view  of  both 
the  planning  and  execution  of  an 
architect’s  w'ork. 


The  order  of  things 

Once  DiMare  or  Hogan  has  acquired 
some  sense  of  place  in  a  customer’s  mar¬ 
ket  and  of  the  newspaper’s  heritage  and 
role  there,  discussions  with  the  owner 
may  cover  a  vision  for  the  future  and 
certainly  the  budget  to  make  it  happen. 


A  del ight  i n  deta il 

As  highly  visible  institutions, 
newspapers  naturally  are 
sensitive  to 

their  own,  ^  S 

natural  environments^^^^^^^^^^^^^^^^H 
Both  The  Bulletin  and  the 
Star  made  these  concerns  clear 
to  Dario  Designs.  For  DiMare,  that 
meant  spending  most  of  four  months 
planning,  researching,  measuring,  and 
thinking  about  a  place  called  Bend.  For 
Hogan,  it  required  similar  immersion  in 
w'hat  Anniston  and  much  of  northeastern 
Alabama  are  all  about. 

The  guiding  principle  seems  simple 
enough:  “It  has  to  be  your  building,”  says 
DiMare.  “It’s  mine  for  a  while,  but  then  I 
give  it  back  to  you.” 

What  happened  in  between,  at  Bend, 
began  with  a  stack  of  about  15  books  that 
gave  DiMare  a  feel  for  the  area’s  natural 
and  human  history,  from  its  geology  to 
its  economy.  This  research  betrays  what 
DiMare  admits  is  an  obsessive  delight 
in  detail,  which,  in  its  architectural 
expression,  can  distinguish  a  project. 

Large  and  loquacious,  DiMare  is  one 


Sales  and  production 
are  on  the  first  floor; 
accounting  and  news 
are  on  the  second. 


where  his  first  two  jobs  ^ 

were  for  The  Star-Ledger 
(Newark,  N.J.)  and  Newsday  (Melville, 
N.Y.).  Although  DiMare  worked  with 
clients  in  other  industries,  by  the  end  of 
his  tenure  at  Austin,  he  was  specializing 
in  newspapers. 

DiMare  had  two  things  going  for  him 
when  he  set  out  solo.  Dow  Jones  &  Co. 
Inc.  awarded  him  a  multiyear  contract  to 
modify  all  its  print  sites  nationwide  to  ac¬ 
commodate  the  additional  press  capacity 
(including  reconfiguration  of  existing 
presses)  that  enabled  it  to  expand  its  dai¬ 
ly  editions  and  create  its  weekend  edi¬ 


SECOWD  FLOOW 

From  there,  he  can  sketch  the  outlines 
of  a  project,  which  include  options  to  ex¬ 
pand  on-site,  relocate  and  renovate,  or 
build  from  scratch;  its  size  (overall  and 
departmental  space,  anticipated  growth); 
the  broad  objectives  (including  any 
changes  to  the  way  work  has  been  done); 
a  timetable  (single-date  or  phased  com¬ 
pletion);  and  the  cost. 

Before  anything  else,  the  architect 
needs  a  clear  idea  of  the  “quality  levels” 
that  management  is  looking  for.  What 
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Newspaper  Bundle  Handling  Products  and  Systems 
For  Your  Packaging  and  Distribution  Centers 


Bundle  Distribution 


Stacking 


Cart  Loading 


If  you  want 
the  very  best 
call  Quipp  today 


Quipp  Systems,  Inc. 

4800  N.W.  157th  Street 
Miami,  Florida  U.S.A.  33014 
Telephone:  (305)623-8700 
Fax:  (305)  623-0980 

www.quipp.com  /  info@quipp.com 
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The  Star’s  site  plan  centers  on  hill’s  summit  (office  pavilions,  right;  pro¬ 
duction  center,  left).  On-site,  architect  David  Hogan  wades  through 
kudzu  and  Executive  Editor  Chris  Waddle  poses  with  Army  warning  sign. 


that  really  involves,  he  says,  is  finding 
out  just  what  a  given  customer’s  idea 
of  quality  is. 

“Quality”  here  means  objective,  tangi¬ 
ble  evidence  extracted  from  an  executive’s 
subjective  notions.  Even  a  few  questions 
can  make  it  pretty  clear:  Marble  or  con¬ 
crete  floors?  Wood-panel  or  sheetrock 
walls?  Brick  or  block  exterior?  Similar 
questions  can  be  asked  about  lighting, 
furnishings,  and  assorted  amenities. 

“At  that  point,”  says  DiMare,  top  man¬ 
agers’  answers  to  those  questions  “set  the 
tone  for  the  whole  project.”  The  aim,  he 
says,  is  to  avoid  designing  “over  or  under 
expectations.”  Once  the  architect  and  top 
management  are  on  the  same  wave¬ 
length,  it’s  time  to  call  in  department 
heads  for  what  is  generally  about  a  two- 
hour  meeting.  There,  DiMare  or  Hogan 
learns  how,  where,  and  by  whom  all  work 
is  accomplished  at  a  particular  newspa¬ 
per,  as  well  as  any  need  for  special  rooms 
or  equipment. 

The  thousands  of  details  about  plant, 
process,  personnel,  and  equipment  that 


i  without  actually  developing  the  space. 

In  such  cases,  says  DiMare,  the  cost  of 
heating,  lighting,  and  maintaining  a  large 
t  unused  space  over  time  can  be  greater 
than  what  is  saved  by  building  it  before  it 
I  is  really  required  for  operations. 

With  all  the  detailed  information  at 
j  hand,  it’s  time  to  lay  out  a  design  that 
I  best  satisfies  the  publisher’s  original 
wishes,  while  planning  “each  space  ... 
so  you  can  grow  without  disrupting 
anything,”  DiMare  explains. 

If  the  publisher  signs  off  on  the  master 
,  plan,  the  architect  meets  with  contrac¬ 
tors  until  agreement  is  reached  on  costs 
I  and  scheduling.  “If  they  give  us  an  unre¬ 
alistic  number,”  says  DiMare,  then  “we 
put  our  own  estimate  next  to  it,”  based  on 
I  experience.  Often,  he  says,  quotes  for  a 
1  job  come  in  low,  only  to  rise  later. 

[  Agreed-upon  figures  and  schedules  are 
I  then  delivered  to  the  publisher  along 
j  with  the  architect’s  drawings.  A  publisher 
I  then  has  the  “scope,  cost,  and  time  in 
‘  front  of  him,”  says  DiMare.  “He  can 
make  a  decision  now.” 

The  same  information  allows  DiMare’s 
firm  to  work  up  a  proposal  for  full  archi- 
i  tectural  and  engineering  services  on  the 
project.  The  publisher  can  accept  the 
j  proposal  or  take  the  package  supplied  by 
j  Dario  Designs  to  another  firm.  At  that 
j  point,  however,  DiMare’s  firm  has  the 
I  advantages  of  knowing  the  customer’s 
business  and  market  —  and  of  being  the 


emerge  from  the 
meeting  are 
recorded  in  lengthy 
books.  Later,  Dario 
Designs  enters 
those  same  data 
into  a  spreadsheet  for  each  book.  Spread¬ 
sheets  are  returned  to  appropriate  man¬ 
agers,  who  are  then  asked  to  add  data 
relating  to  what  they  expect  to  need  in 
terms  of  staffing,  workstations,  and 
equipment  at  several  years’  intervals. 

The  spreadsheets  ordinarily  go  back 
and  forth  a  number  of  times  between 
managers  and  Dario  Designs.  “Every¬ 
thing  has  to  have  a  number,”  says 
DiMare.  “It  has  to  have  a  projection.” 

Separate  spreadsheets  are  created 
in  similar  fashion  if  a  publisher  asks 
DiMare  to  determine  production 
equipment  needs,  query  vendors,  make 
recommendations  or  selections,  or  even 
negotiate  the  purchases. 

Information  from  management  is  used 
to  identify  a  “design  year”  for  which  a 
structure  is  built.  The  year  represents 
“how  long  you  want  the  building  to 
last  until  you  put  on  an  addition,” 
says  DiMare.  A  design  typically  will 
incorporate  space  and  services  for 
any  business  expansion  planned  for 
the  near  future.  But  if  those  plans  are 
big  enough  and  far  enough  in  the  future, 
he  explains,  it’s  often  wisest  to  design 
provision  for  expansion  into  a  building 
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AUSTIN’S  MEDIA 
FACILITIES  TEAM 

The  Austin  Company’s 
Media  Facilities  Team 
comprises  a  dedicated 
staff  with  expertise 
in  all  aspects  of 
newspaper,  broadcast 
and  electronic  media 
facilities  planning, 
design,  engineering, 
construction  and  project 
management. 

Austin’s  Media  Facilities 
'  Team  leaders  include: 
Michael  M.  Pusich, 
vice  president 
and  manager,  Austin 
Newspaper  Group; 
Steven  L.  German, 
vice  president,  operations 
'  planning  and  design, 
Austin  Newspaper  Group; 
and  Donald  R  Archiable, 
vice  president, 
planning  and  design, 
Austin  Broadcast/ 
Entertainment  Group. 
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Since  the  1920s,  The  Austin  Company  has  led  the  way  in  providing 
publishers  with  innovative  planning,  architectural  design,  engineering 
and  construction  solutions  to  support  ever-changing  technology. 

Today,  as  the  industry  confronts  the  convergence  of  print,  broadcast  and 
on-line  media,  Austin’s  thorough  understanding  of  newspaper  facility  planning, 
architectural  design  and  space  programming  makes  it  uniquely  qualified  to 
help  publishers  meet  both  short-term  and  long-term  facility  objectives. 

Austin  delivers  customized,  objective  facility  solutions  that  accommodate 
increasingly  complex  market  requirements. 

Whether  it’s  for  a  new  or  renovated  printing  facility,  a  broadcast  news¬ 
room,  or  a  mission-critical  facility  to  support  Internet-oriented  strategies. 
The  Austin  Company’s  extensive  experience  and  single-source,  undivided- 
responsibility  approach  offer  publishers  an  unparalleled  track  record  for 
completing  projects  on  schedule  and  within  budget. 
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first  to  put  hard  numbers  on  an  architec¬ 
ture  and  engineering  proposal. 

You  can't  fool  Mother  Nature 

From  the  schematic  phase,  a  project 
moves  to  design-development  (with  con¬ 
struction  documents,  bidding,  and  con¬ 
struction  administration).  Anniston  has 
reached  this  stage,  its  owners  having 
signed  up  Dario  Designs  for  architecture 
and  engineering.  Groundbreaking  for  the 
70,000-square-foot  facility  is  e.xpected  in 
March,  followed  by  approximately  16 
months  of  construction. 

In  the  schematic  design  for  Anniston, 
every  room  or  other  space  has  been  de¬ 
fined  for  a  joined  double  structure  that 
will  house  news  and  business  offices  for 
the  Star  and  production  and  distribution 
facilities  for  that  paper  and  The  Daily 
Home  of  Talladega,  which  has  offices  20 
miles  away.  Approvals  are  in  from  all 
civil,  structural,  electrical,  and  mechani¬ 
cal  engineers,  and  a  topographic  model 
has  been  prepared  for  the  hilly  site. 

“One  of  the  goals  given  us  by  the  cus¬ 
tomer  is  to  work  with  nature”  on  the 
wooded  site,  says  DiMare.  The  design 
also  reflects  some  of  the  area’s  steel  in¬ 


dustry  history.  Such 
considerations,  he 
says,  generate  the 
form,  shape,  color, 
and  other  attributes 
of  the  building  and 
its  landscape. 

The  Star’s  current 
in-town  building  sits 
in  an  industrial  zone 
that  “hasn’t  aged 
particularly  well,” 
says  its  executive  ed¬ 
itor,  Chris  Waddle. 

“It’s  a  building  with¬ 
out  windows.  It’s 
more  like  a  factory.” 

Waddle,  who  also  is 
Consolidated  Pub¬ 
lishing’s  vice  presi¬ 
dent  for  news, 
manages  the  Annis¬ 
ton  project  with  Op¬ 
erations  Vice  President  Ed  Fowler. 

Consolidated  considered  renovating 
the  Stars  current  building  as  a  produc¬ 
tion  center  and  acquiring  and  renovating 
another  downtown  structure  for  its  news¬ 
room  and  offices.  Dario  Designs  deter¬ 


mined  that  option  was 
feasible,  but  would  pro¬ 
vide  no  room  for  growth, 
according  to  Fowler. 

And  the  extra  cost  of 
building  at  a  new,  green¬ 
field  site?  “Surprisingly, 
not  a  lot,”  says  Fowler, 
adding  that  he  learned 
how  costly  renovations 
can  be. 

Opportunity  knocked 
when  the  U.S.  govern¬ 
ment  closed  dow’n  Fort 
McClellan.  A  corner  of 
the  military  base  —  “a 
wonderful  tract  of  about 
22  acres,”  says  Waddle 
—  adjoins  a  part  of  town 
with  a  park  and  muse¬ 
ums.  Moreover,  a  park¬ 
way  under  construction 
on  the  other  side  of  the 
site  will  connect  Interstate  20  with  a 
planned  new  downtowm. 

Described  by  Waddle  as  a  beautiful 
and  highly  visible  tract  (the  state’s  high¬ 
est  point  is  nearby),  one  side  is  home  to 
poplar,  hickory,  southern  red  oak,  and 


Hogan,  engineer  Mark  Stephens,  land¬ 
scape  architect  Jim  Hogan  (no  relation) 
compare  lobby  drawings  to  staked  site. 
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other  hardwoods,  while  the  other  is  cov¬ 
ered  mostly  in  southern  pine  —  the  re¬ 
gion’s  principal  source  of  newsprint. 

In  areas  where  some  trees  must  be  re¬ 
moved  for  construction,  the  project  team 
is  working  with  the  county  agricultural 
extension  agent  to  identify  those  that 
should  be  preserved.  Wildflowers  on  the 
site  will  be  harvested  and  protected  dur¬ 
ing  construction,  then  returned  to  the 
landscape.  Waddle  emphasizes  the  aim  of 
using  native  flora  throughout  the  site. 

(The  county  agent  was  awarded  a  grant 
to  make  a  video  record  of  how  a  modern 
corporation  can  create  a  home  for  itself 
with  minimal  environmental  and 
aesthetic  impact.) 

Going  into  the 
project.  Consolidat¬ 
ed  prepared  a  20- 
page  report  on  what 
it  hoped  to  achieve 
aesthetically  at  the 
site.  “We  wanted  to 
honor  the  environ¬ 
mental  legacy  of  our 
region,”  says  Wad¬ 
dle,  and  do  it  “on  a 
human  scale.” 

At  the  same  time, 
he  says,  the  company 
sought  to  recognize 
its  own  paper’s  his¬ 
tory  and  the  area’s 
industrial  legacy. 

The  editor  relates  a 
visit  to  Anniston  by 
Henry  Grady,  when 

Atlanta’s  famous 
„  .  . .  As  in  other  new  press 

Reconstruction  ..  ,  . 

pressroom,  thanks  to  ' 

editor  recommended 
the  local  paper  adopt  the  name  The  Hot 
Blast  in  honor  of  the  area’s  blast  furnaces 
and  tbe  blasts  from  its  editorial  pages. 

After  several  consolidations,  says  Waddle, 
“we  outgrew  the  name.” 

Those  hot  blasts,  however,  will  be 
remembered  on  the  hilltop.  Museum- 
style  exhibits  in  the  main  entrance  area 
will  focus  on  the  newspaper,  the  steel 
industry,  and  the  region  in  general.  The 
exhibits  will  be  something  of  an 
extension  of  the  city’s  nearby  “museum 
row,”  which  will  be  connected  to  the 
new  building  by  a  walkway. 

In  addition  to  an  area  dedicated  to 
online  and  streaming-video  production, 
tbe  new  building  will  include  a  “think 
tank”  set  aside  and  enclosed  for  concen¬ 
tration,  brainstorming  sessions,  and 
other  special  meetings.  “We  also  think 
that  will  happen  outdoors,”  says  Waddle, 


calling  attention  to  planned  patios. 

The  landscape  also  will  include  water- 
I  ways,  a  pond,  and  paths,  features  that 
I  mirror  those  of  the  adjacent  park. 

I  Gridding  and  bearing  it 

The  layout’s  underlying  geometry  is 
I  most  evident  in  the  site’s  eastern  struc- 
I  ture,  which  will  house  the  business  and 
[  editorial  offices  that  stretch  out  from  the 
i  main  entrance  in  arms  perpendicular  to 
I  each  other.  Production  and  distribution 
will  occupy  a  similarly  oriented  structure 
e.xtending  west  from  tbe  entrance. 

Using  a  grid  of  eigbt-foot  segments, 
Hogan  created  64-foot-square  “pods”  or 
“bays”  —  “pavilions,”  in  the  customer’s 


As  in  other  new  pressrooms,  natural  illumination  augments  electrical  lighting  in  The  Bulletin’s 
pressroom,  thanks  to  windows  above  and  in  front  of  the  press. 

le  name  The  Hot  less  mechanical,  but  accurate  description  result,  says  DiMi 

?a’s  blast  furnaces  ^  —  surmounted  by  clerestory  windows  would  line  up  wi 

;ditorial  pages.  I  and  broad  roofs,  the  slope  of  which  car-  and  walls  wouldi 

ions,  says  Waddle,  |  ries  them  eight  feet  beyond  tbe  walls.  The  Efficient  and  e 
i  long  overhang,  explains  DiMare,  keeps  ;  make  future  rear 
vever,  will  be  i  tbe  hot,  high  summer  sun  in  the  Heart  of  workspaces  easit 

Itop.  Museum-  Dixie  from  hitting  the  windows  while  ad-  The  favored  ei 

in  entrance  area  ;  mitting  direct  sunlight  in  winter.  All  the  carried  into  the  v 

)aper,  the  steel  while,  he  points  out,  employees  still  have  seen  from  the  m; 

n  in  general.  The  views  into  the  woods.  ,  hall  rises  by  only 

ing  of  an  |  Answering  tbe  question  —  Do  clerestory  '  ground  because  ‘ 

learby  “museum  lighting  and  hip  roofs  amount  to  wasted  the  hillside,  says 

inected  to  the  space?  —  DiMare  says  their  appearance  summit,  the  eart 

way.  fulfills  the  owners’ goal  of  harmonizing  the  height  of  the 

a  dedicated  to  with  the  natural  surroundings.  They  are.  In  all.  Waddle 

ideo  production,  as  Hogan  puts  it,  “intended  to  be  an  alle-  context  a  “natun 

riclude  a  “think  I  goiy  for  the  tree  canopies  and  the  shelter-  Hogan’s  design  v 

losed  for  concen-  '  ing  form  of  a  tree.”  Furthermore,  says  ny’s  aesthetic,  en 

sessions,  and  DiMare,  the  extra  height  provides  an  es-  standards;  and  b 

.  “We  also  think  cape  space  for  interior  heat.  Combined  :  lanta  and  Birmii 
ors,”  says  Waddle,  |  with  the  overhanging  roof,  it  holds  down  Montgomery,  “tl 
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the  cost  of  cooling.  These  features  were  i 
among  the  many  items  that  faced  j 

engineers’  approvals.  Especially  when  it 
comes  to  cost  justification,  says  DiMare,  [ 
“these  guys  are  the  reality  check.” 

And  with  the  pavilions’  arrangement 
and  empty  overhead  space,  “there  won’t  ' 
be  many  barriers  to  line  of  sight”  from 
one  to  another,  adds  Waddle. 

As  for  the  grid’s  eight-by-eight-foot  } 

squares,  DiMare  says  the  dimensions  are  j 
“dictated  by  the  newspaper’s  cubicle  sizes  j 
in  most  cases”  —  adjusted  to  the  closest  I 
and  most  economical  construction- 
materials  size.  Although  the  dimensional  [ 
building  blocks  are  all  identical,  they  | 

can  be  used  in  larger  multiples  and  ] 

-  combined  into  | 

almost  any  overall  j 

shape  or  size.  j 

At  the  same  time, 
there  are  few  if  any  i 

small  quantities  or 
custom-cuts  of  ma¬ 
terials,  keeping  i 

costs  down  and  [ 

simplifying  con¬ 
struction.  A  grid  I 

also  means  that  j 

services  (illumina-  ! 

tion,  electricity,  air,  j 

water)  can  be  i 

rationally  appor¬ 
tioned  and  spaced, 
with  their  locations 
congruent  with 
structural  elements 
(for  example,  j 

centered  on  or  i 

ing  in  The  Bulletin’s  ,  .  *  4^  i 

“  between  structural  ! 

supports).  The  j 

result,  says  DiMare,  is  that  “everything  ! 

would  line  up  with  the  window  mullions, 
and  walls  wouldn’t  hit  glass.” 

Efficient  and  economical,  grids  also 
make  fiiture  rearrangement  of  interior  | 
workspaces  easier.  [ 

The  favored  eight-foot  measure  also  is 
carried  into  the  vertical  dimension.  As 
seen  from  the  main  entrance,  the  press  j 
hall  rises  by  only  that  much  above  tbe  { 

ground  because  “we  bide  the  height”  in  j 
the  hillside,  says  Waddle.  At  the  hill’s  i 

summit,  the  earth  contains  roughly  half 
the  height  of  the  production  plant. 

In  all.  Waddle  calls  the  project’s 
context  a  “natural  symbiosis”;  credits 
Hogan’s  design  with  meeting  the  compa¬ 
ny’s  aesthetic,  environmental,  and  social 
standards;  and  boasts  that  between  At¬ 
lanta  and  Birmingham,  Huntsville  and 
Montgomery,  “there’s  not  another  archi- 
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Around  the  Bend 

A  year  or  more  earli¬ 
er,  and  in  the  opposite 
corner  of  the  country, 
Bend  was  experiencing 
an  economic  boom  of 
its  own  —  one  that  also 
had  subcontractors  so 
tied  up  that  contrac¬ 
tors  had  to  drop  out  of 
bidding  to  build  The 
Bulletin’s  new  home, 
according  to  DiMare. 

Similar  to  those  at 
the  Star,  The  Bulletin’s 
work  spaces  were 
designed  six-by-six, 
six-by-eight,  and  eight- 
by-eight  feet,  which  gave  DiMare  a  com¬ 
mon  24-foot  length  (four  sixes  or  three 
eights)  with  w'hich  to  work  in  designing 
larger  areas  and  the  overall  structure. 

And  just  as  in  Anniston,  all  of  those 
larger  areas  have  been  designed  and  lo¬ 
cated,  relative  to  one  another,  to  double 
in  size,  if  and  when  necessarj’,  without 
displacing  any  other  area  or  disrupting 
any  other  operation.  A  principal  design 
feature  that  will  not  change  with  growth 


tectural  gem  to  match 
this.”  Within  the  given 
budget,  he  adds.  Consoli¬ 
dated’s  owners  “have 
really  let  us  have  the 
freedom  to  do  it.” 

The  project’s  timing 
is  such  that  it’s  been 
“a  w'onderful  tonic  for 
the  newspaper,”  says 
Waddle.  Though  the 
fort  is  gone,  the  govern¬ 
ment  built  the  militant  ’s 
Anniston  Depot.  Honda 
is  building  a  minivan 
factorv’  a  few  miles  away. 

And  thanks  to  some  big 
new'  retailers,  including  a 
just-opened  mall  that  placed  full-page 
ads  in  the  Star,  “w'e’re  enjoving  some 
retail  success,”  he  says.  “It  couldn’t  come 
at  a  better  time.” 

Because  the  project  essentially  com¬ 
prises  two  buildings,  says  Waddle,  fast- 
tracking  the  production  facility  would 
permit  using  its  anticipated  e.xtra  page 
and  color  capacity  to  exploit  the  retail 
boom.  But  that’s  unlikely,  says  Fow'ler, 
because  “all  the  contractors  are  telling  us 


Architect  DiMare  and  the  view  from  the  upper  walkway  at  the  east  end  of  The 
Bulletin  building’s  museum  area. 


that  the  time  line  on  the  project  will  be 
longer  than  w'e  like,”  owing  to  a  labor 
scarcity  —  workers  are  busy  building  the 
new  w  orkplaces  that  are  helping  power 
the  area’s  economy  and  boost  the  paper’s 
advertising. 

“I’d  love  to  be  ...  into  the  production 
center  in  time  to  print  next  fall’s  bigger 
products,  but  I  don’t  really  think  that’s 
feasible,”  says  Fowler.  “That’s  just  part 
of  the  price  of  progress.” 
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the  Cascade  Mountains,  the  rules  make 
no  sense  for  the  drier  interior,  much  of 
it  high  desert. 

“That  law  is  stupid  for  Bend,”  DiMare 
declares.  So,  instead  of  full  downspouts, 
“all  my  overflow  pipes  pop  out  of  the 
wall,”  he  says.  This  not  only  reduced 
piping  —  and  the  work  to  install  it  — 
from  500  feet  to  30  feet,  but  also 
created  waterfalls  off  the  building  into 
pools  below,  whence  the  runoff  is 
channeled  to  outlets  that  allow  it  to 
“cascade  over  a  cliff.” 

Water  actually  flows  from  storm 
sewers  at  the  top  of  a  hill,  down  over 
lava  rock  and  into  catch  basins  that  drain 


part  of  the  fun  of  it.”  In  fact,  he  adds,  the 
publisher  liked  it  so  much,  “he  made  us 
run  water  into  the  pipes  so  he  could  turn 
it  on  and  make  it  happen.” 


is  maintaining  the  shortest  possible 
distances  for  the  movement  of  all  mate¬ 
rials  through  production  and  packaging. 
In  most  cases,  transport  will  simply 
follow  somewhat  longer  straight  lines. 

But  while  Anniston  was  built  on  steel 
making.  Bend’s  legacy  is  in  lumber.  From 
individual  beams  to  the  texture  of  the 
concrete,  “every  detail  of  that  building 
came  from  the  lumber  mills,”  says 
DiMare  of  The  Bulletins  new  home. 

The  Bulletins  first  home,  in  fact,  was  a 
log  cabin.  In  1953,  50  years  after  it  was 
founded,  the  paper  was  sold  to  Robert  W. 
Chandler.  His  daughter,  Western  Com¬ 
munications  President  Elizabeth  C.  Mc- 
Cool,  presided 

over  the  recently 

1  *  j  d-ir.  Elevations  of 

completed  $12-  ^^3^. 

million  project.  quarters  for  The 

For  the  invest-  Anniston  Star 

ment.  Western  show  hip  roofs’ 

and  The  Bulletin  ^4  and  over¬ 

hang  as  well  as 
now  have  an  production 

87,000-square-  center’s  hidden 

foot  headquarters  height, 

on  a  10-acre  tract 
southwest  of  town 
that  was  annexed 
by  the  city  before 

construction  I’i '.'i' 


Power  of  the  pyramid 

The  building’s  interior  and  exterior 
hang  together  and  reflect  the  environ¬ 
ment.  For  example,  press-hall  windows 
follow'  the  levels  of  the  new  press,  creat¬ 
ing  a  pyramid  form  that  mirrors  nearby 
Mount  Bachelor,  which  is  the  focus  of 
year-round  recreation  and  a  major 
economic  draw  for  the  area. 

Overall,  “the  slope  of  the  building 
came  from  the  slope  of  the  mountains,” 


NORTH  ELEVATION 


WcSr  ELEVATION 


started. 

At  its  former 
site  since  1966,  the  paper  had  outgrown 
sev'eral  additions.  “This  gave  us  another 
reason  to  buy  a  new  press,”  Operations 
Director  Mike  Greening  told  E^P  at  the 
outset  of  the  project. 

To  maintain  the  flavor  of  local  design, 
the  city’s  existing  buildings  were  present¬ 
ed  as  examples.  But  all  suggested  a  price 
tag  higher  than  the  budgeted  figure. 
Some  economies  worked  quite  hand¬ 
somely,  however,  such  as  concrete  block 
instead  of  brick.  Problems  throughout 
the  process  were  mostly  budget-driven, 
and  most  of  that  was  attributable  to  the 
city’s  design  guidelines,  according  to 
DiMare.  The  guidelines  included  “ameni 
ties”  such  as  a  museum  (as  in  Anniston), 
which  is  just  off  the  main  corridor. 

DiMare  also  was  able  to  cost-effec¬ 
tively,  and  -attractively,  comply  with 
state-mandated  design  regulations. 
“Oregon  law  says  that,  for  every  roof 
drain,  you  have  to  have  a  backup  drain,” 
says  DiMare.  Drawn  up  to  protect  roofs 
from  the  weight  of  w  ater  pooled  behind 
clogs,  the  law  also  requires  two 
completely  separate  lines  to  the  sewer. 
While  appropriate  in  Oregon’s 
chronically  rain-soaked  region  west  of 


SOUTH  ELEVATION 


back  into  the  sewer  system.  “They  liked 
that  so  much  that  they  took  some  of  the 
other  drains  and  did  the  same  thing,” 
DiMare  recalls.  “Saved  ’em  money  — 
and  it  looks  cool.” 

DiMare  readily  confesses  that  he  was 
inspired  to  adapt  a  similar  design  by 
Eero  Saarinen  that  he’d  seen  in  Europe 
and  used  while  at  the  Austin  Co.  in 
his  master  plan  for  the  aquarium  in 
Mystic,  Conn. 

An  important  and  valued  part  of  the 
local  landscape,  w'ater  was  a  natural 
design  component  anyway  —  and  not 
only  its  sight  but  also  its  sound.  Where 
there  are  pipes,  they’re  often  in  the  form 
of  chain  drains.  Starting  30  feet  above 
the  ground,  these  consist  of  two-foot- 
long  sections  of  six-inch-diameter  pipe 
connected  by  two-foot-long  bundles  of 
chain.  A  lot  of  the  water  stays  in  or  on 
the  pipes  because  it  tends  to  flow  along 
the  chains.  Much  also  simply  falls  from 
one  section  of  pipe  or  length  of  chain 
to  the  next  section,  creating  a  loud, 
steady  patter. 

Now,  “when  the  elements  change,  so 
does  the  building,”  says  DiMare.  “The 
building  is  meant  to  be  fim,  and  that’s 


DiMare  explains.  One  end  of  the  building 
looks  back  at  the  past,  to  Pilot  Butte  — 
a  natural  landmark  that  guided  pioneers 
to  the  mountain  pass  and  fostered  the 
area’s  settlement.  This  end  of  the  build¬ 
ing  houses  its  museum,  which  contains 
items  from  the  newspaper’s  past. 

The  other  end  of  the  building  has  a 
view  of  Mount  Bachelor,  representing  the 
lumber  and  leisure  that  contribute  to  the 
area’s  economy.  At  this  end,  construction 
was  allowed  to  trail  off,  says  DiMare, 
with  the  enclosed  area  giving  way  to  bare 
structural  members  and  eventually  to  a 
paved  walk,  suggesting  a  future  to  be 
built  upon. 

Coursing  roughly  along  the  axes  of  the 
building  in  Bend  is  one  more  distinguish¬ 
ing  feature  that  represents  place  and 
“reflects  nature  and  the  elements,”  in 
DiMare’s  view.  Within  a  concrete  walk¬ 
way  that  separates  prepress  production 
on  one  side  and  offices  on  the  other,  and 
that  makes  its  way  down  the  length  of  the 
press  hall,  is  a  flowing  pattern  of  varying 
coloration.  It  reproduces  the  course  of 
the  Deschutes  River  —  and,  at  the  central 
entrance  way,  where  the  axes  intersect 
and  the  river  bulges,  is  the  bend.  11 
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link.  This  takes  you  to  a  detailed  site  map, 
an  outline  of  the  service’s  contents. 

Other  considerations  in  using  Polling- 
Report.com  for  your  writing  and  editing: 

IThe  site  also  invites  you  to  subscribe  to 
The  Polling  Report”  print  publication 
and  has  an  online  sign-up  form.  One  big 
draw  for  the  print  edition  is  the  addition  of 
state-by-state  data  in  political  and  govern¬ 
ment  polling.  The  newsletter  costs  about 
$95  a  year,  and  there’s  a  link  to  request  a 
free  copy  to  sample  before  you  subscribe. 

2  Don’t  miss  the  “Articles”  link  on  the 
introductory’  screen  for  analras  and 
commentaiy  on  the  surveys.  Some  cover 
specific  issues,  such  as  the  Monica  Lewin¬ 
sky  affair  and  Bill  Clinton’s  continued  high 
job  approval  ratings.  Other  articles  deal 
with  how  the  media  sometimes  mislead 
readers  with  sampling  data  and  how  the 
Internet  is  chcmging  the  polling  game. 

3  For  nonpolitical  surveys,  check  out 
the  site’s  “Business/Economy”  links. 
Also,  The  American  Scene”  link  takes 
you  to  surveys  on  subjects  such  as  the  best 
universities,  the  use  of  Viagra,  the  prestige 
of  various  occupations,  and  beliefs  about 
life  after  death.  0 


PollingReport.com  has  the  numbers  on  who’s  up  and  who’s  down 

BY  CHARLES  BOWEN 

There  is  nothing  like  an  election  to  get  us  into 
Polling  Mode,  and  the  Bush-Gore  race  has  to  be  the 
most  surveyed  presidential  campaign  in  history,  as 
evidenced  by  this  week’s  issue  of  E&P.  We  had  “flash 
polls”  after  each  debate  and  regular  mood-of-the- 
voter  surveys  on  everything  from  issues  to  each  candidate’s 
“likability,”  while  CNN  offered  a  tracking  poll  every  single  day 
throughout  the  campaign.  Surveys  have  been  so  numerous,  in 

fact,  that  CNN’s  number  ninja,  political  Research  Associates.  And  now  significant 

analyst  Bill  Schneider,  even  started  a  segments  of  The  Polling  Report”  can  be 

regular  “poll  of  the  polls”  feature,  sum-  viewed  online  for  free, 

marizing  the  results  from  USA  Today,  To  check  it  out,  visit  PollingReport.com 

Time,  Newsweek,  ABC,  CBS,  and  the  rest.  Gittp://pollingreport.com),  where  a  busy 


pollingreport. 
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While  politics  and  polls  go  together, 
elections  are  not  the  only  reason  to  count 
our  fellow  Americans’  noses.  As  any 
reporter  desperate  for  a  lead  knows,  poll 
results  —  on  questions  ranging  from 
crime  in  the  streets  to  our  favorite  singers 
of  the  century  —  can  breathe  new  life 
into  a  floundering  feature  story. 

But  when  it  comes  to  fresh  numbers, 
where  should  we  fish?  Follow  me  to  the 
Web.  For  15  years,  “The  Polling  Report” 
newsletter  has  served  campaign  consult¬ 
ants,  political  reporters,  lobbyists,  and 
professional  politicians  with  reports  on  the 
latest  surveys.  It  covers  work  by  respected 
polling  organizations  such  as  Gallup, 
Harris,  Yankelovich,  and  Princeton  Survey 


I  believe  if  we  make  our  decisions  based  on 
what  IS  in  the  best  interest  of  our  clients,  it  will 
prove  to  be  in  our  best  interest  in  the  long  run 
Dario  D.  D.  DiMare.  AIA 
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4  CtPITAL  UH 


Chip  Tracer  is  a 
journalist,  super¬ 
hero,  and  role 
model  all  in  one. 
Newsday  is  her 
home  base. 


sters  through 

1  Va.,  began  her 

Ljj  p  Sv  latest  adven- 

ture  last  week. 

"  ---  ’  —  The  flying 

superhero  kicked  off  an  eight-week 
story  about  the  life  and  times  of  actor 
Christopher  Reeve,  which  will  eventually 
become  her  sixth  comic  book. 

Newsday  editors  say  the  comic  strip  has 

H  because  it  promotes 
daughter  to  be  able 

»»■«»»» _ 1  to  look  up  to  jour¬ 

nalists,”  said  Bill  Zimmerman,  who  creat¬ 
ed  Chip  Tracer.  “Chip  is  a  woman  of  color, 
and  that  is  important  because  not  a  lot  of 
superheroes  are.  She’s  someone  w'ho 
wants  to  find  truth.” 

“She  is  the  new  image  of  journalism,” 
said  Jennings.  (1 


Truth,  justice,  and  a  comics  heroine  who  makes  deadline  i  Q 

BYJOESTRIPP 

She’s  stronger  than  an  overbearing  editor. 

Faster  than  a  deadline-crazed  copy  desk.  Able  to 
leap  rival  reporters  to  any  scoop. 

Not  Batgirl.  Not  Supergirl.  Not  even  Helen 
Thomas. 

It’s  Chip  Tracer  —  cyberjournalist  and  hero  to  news-loving  kids 
everywhere.  Sprung  from  the  pages  of  Long  Island,  N.Y.’s  Newsday 
some  four  years  ago  to  bring  current  events  and  historical  figures 

Nelson  Mandela,  wSwcmSi- 

Bill  Clinton  and  | 

Bob  Dole.  * 

adventure,  a  six-  ,«««•■*» 
week  chronicling  of  Young  Al  (Gore)  and 
Young  George  (Bush),  brought  to  ne\vish 
readers  the  history  and  backgrounds  of  the 
2000  major  party'  presidential  nominees 
through  comic  strips  that  ran  on  Newsday  s 
thrice-weekly  “Student  Briefing  Page.” 

“It’s  a  multilevel  approach  to  get  young 


people  to  read  the  newspaper,”  said  Ver¬ 
onica  Jennings,  Newsday  s  content  devel¬ 
opment  project  manager.  “She  gets  young 
people  to  read  the  newspaper,  take  an 
interest  in  current  events,  and  see  that 
journalism  is  an  interesting  career.” 

The  superhero,  who  also  is  the  subject  of 


‘E&P’  plans  sales  and  marketing  conference 


BY  JOE  NICHOLSON 

Editor  &  Publisher  will 

launch  an  international  sales 
and  marketing  conference  next 
year  featuring  experts  from  inside  and 
outside  the  industry. 

The  new'  International  Sales  &  Market¬ 
ing  Conference  will  be  held  May  9  to  12 
at  Loews  Miami  Beach  Hotel  in  Miami 
Beach,  Fla. 

“We  believe  there  is  a  strong  global 


need  for  a  quality  conference  that  ad¬ 
dresses  the  advertising,  marketing,  and 
circulation  issues  newspapers  face  as  a 
result  of  new  technologies  and  new 
ways  of  publishing,”  said  Mark  A.  Dacey, 
president  of  Adweek  Magazines,  the 
group  that  includes  E^P  and  its  sibling 
Adweek,  Brandweek,  and  Mediaweek 
magazines.  E&P  was  purchased  last  year 
by  BPI  Communications,  which  is  a  unit 
of  VNU  Business  Media. 


The  conference  will  have  separate 
seminars  for  advertising,  marketing, 
and  circulation  executives,  said  Marsha 
A.  Stoltman,  vice  president  and  general 
manager,  E&P  Conferences,  a  division 
of  Adweek  Conferences. 

Other  newspaper  marketing  conferences 
will  be  held  next  year,  one  by  the  Interna¬ 
tional  Newspaper  Marketing  Association 
in  May  and  the  other  by  the  Newspaper 
Association  of  America  in  July.  11 
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Long-term  Rjc  on  order 

Print  ads  called  the  Rite  Aid  for  drug  chain 

New  regime’s  push  could  give 
newspapers  a  shot  in  the  arm 


who  come  from  companies  w  here  print 
advertising  is  very  important,  Kerbs  said. 
Until  about  18  months  ago,  the 
Harrisburg,  Pa.-based  chain 
had  a  heavy  broadcast 
schedule,  she  said,  but  the 
attitude  now  is,  “Let’s  go 
back  to  newspapers.” 

Over  the  last  14  months  in 
its  top  70  or  so  markets  on  ^ 

the  East  Coast,  where  it  uses 
about  370  papers  of  all 

been  ph^ing  in  a ^ 


West  Coast  program  —  actually  inherited 
from  now-defunct  Thriftv’  PayLess  Drugs, 
which  Rite  Aid  bought  in  December 
1996  —  has  been  weekly  preprint 
ever  since.  Rite  Aid  runs  ads  in 
780  newspapers  coast  to  coast.) 
SBBf  The  results  of  the  program’s 

ISl^  first  phase  have  been  “phenome- 
nal,”  Kerbs  said.  So,  as  of  late 
October,  Rite  Aid  has  been  testing 
^7  the  same  schedule  in  the  other 
300  papers.  “Tf  that  test  is 
successful,”  added  Kerbs, 
'V  “that  could  turn  into  the 
m  program  ne.vt 

which  everyone 

Laura  Kerbs  doles  out 
*  healthy  dose  of  print. 


BY  ELLEN  LIBURT 

After  its  mid-1990s  overexpan- 
sion  and  consequent  financial 
woes,  Rite  Aid  is  rebounding,  and 
newspapers  may  be  major  beneficiaries. 

‘The  emphasis  right  now  is  returning 
as  hard  as  they  can  to  a  consistent  print 
program,”  said  Laura  Kerbs,  regional  sales 
manager  for  The  Newspaper  Network,  the 
Sacramento,  Calif.-based  company  that 
places  Rite  Aid’s  print  ads. 

The  3,828-store  Rite  Aid  Corp.  has  a 
new  regime  —  including  Chairman/CEO 
Robert  G.  Miller  and  President/Chief 
Operating  Officer  Mary  F.  Sammons  — 


e.xperience  so  far  is  that  they  are  filling  in 
the  existing  markets,”  said  John  W.  Kelly, 
director  of  advertising  at  The  News  Tribune 
in  Tacoma,  Wash.  When  a  chain  has  “a  full 
ad  buy”  in  a  market,  he  said,  it  can  “just  add 
two  or  three  additional  addresses”  in  ads. 

In  some  cases,  chains  enter  markets  by 
purchasing  the  stores  of  existing  advertis- 
ers.  John  C.  McKeon,  senior  rice  pres- 
.  '  ident  for  advertising  at  the  Los  Angeles 

Times,  said  Lowe’s  Home  Improve- 
!  ment  Warehouse  took  over  a  local 
V  '  hardware  store  that  had  been  an 

L.A.  Times  advertiser.  “They  replaced 
iS  .  a  current  advertiser,”  he  said. 

Nonetheless,  newspapers 
'i  have  more  opportunities  as 
t  1 1  chains  “open  more  stores  and 
become  more  aggressive,”  said 
McKeon.  “It  also  depends  on 
k  how  we  as  newspapers  react  to 

•• these  chains’  needs.  While  the 
core  of  what  they  are  inte  rested 
in  is  the  newspaper  reader,  we 
often  need  to  supplement  that 
vrith  other  means  of  distribution  to  proride 
the  market  coverage  they  desire.”  To  help 
do  that,  the  L.A.  Times  launched  a  total- 
market-coverage  publication  this  year  in¬ 
tended  to  serve  up  to  5  million  households. 
It  also  established  new  rates  to  offer  flexi¬ 
bility  and  push  greater  frequency  of  ads.  11 


chains,  and  they  can  provide 
an  ad  bonanza  for  local  newspapers.  But 
not  necessarily. 

Walgreens,  the  Deerfield,  111.- 
based  drugstore  chain  that  opened 
462  stores  during  the  last  year, 
plans  to  open  at  least  500  more 
stores  in  the  coming  year.  In  recent 
months,  Walgreens  opened  stores 
in  three  new  markets:  Atlanta,  Bal¬ 
timore,  and  Southern  California. 

With  3,178  stores,  Walgreens  has  a 
presence  in  “most  every  major  mar¬ 
ket”  in  the  country,  and  buys  w’eekly 
inserts  in  “virtually  all”  of  the  major 
papers  in  its  markets,  said  Walgreens 
spokeswoman  Laurie  Meyer,  w'ho 
said  newspapers  are  part  of  its  strategy  to 
“reach  our  customers  ...  all  over  America.” 

Expansions  as  great  as  Walgreens’  are 
rare,  but  lesser  chain  expansions  are  com¬ 
mon.  Low'e’s  Home  Improvement  Ware¬ 
house,  the  Wilkesboro,  N.C.-based  chain 
with  more  than  6OO  stores,  opened  95 
stores  in  the  last  year  and  plans  to  open  an 
additional  125  stores  next  year.  Macy’s 


Will  new  Walgreens  in  Baltimore  shine  on  The 
Sunl  Right:  John  W.  Kelly,  The  News  Tribune 

stores.  Circuit  City  Stores,  of  Rich-  ^  ^ 
mond,  Va.,  plans  to  renovate  all  of 
its  more  than  600  locations. 

Chains’  investments  in  new,  expanded, 
and  remodeled  stores  can  translate  to  more 
newspaper  advertising.  But  results  vary. 

There  may  be  no  additional  advertising 
when  stores  are  opened  in  a  market  that 
has  extensive  newspaper  advertising.  “Our 
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Just  a  spoonful  ofSafire ... 

Sign  of  the  ‘Times’:  Freebies! 


News  service  giving  samples,  : 

hoping  small  papers  sign  up  ;  giveaway  Oct.  24  and  will  continue  it  until 

—  Wednesday.  “It  is  finding  new  clients  by 

P  showing  them  the  best  we  have.” 

A  SPOONFUL  OF  THE  The  program  provides  the  selected  news- 

•Robbins  flavor,  the  papers  with  free  access  to  all  of  the  news 

es  News  Service  is  service’s  editorials,  election  packages,  and 

»ps  of  William  Safire  Op-Ed  columns  related  to  the  election,  as 

well  as  all  Page  One  stories  in  The  New  York 
ervice  has  been  ladling  Times.  Bob  Farnell,  the  news  service’s  sales 

Hirpptor  cmH  riP 

“It  is  a  way  to  attract  the  chose  to  irget 

top  prospective  clients  ...  newspapers 

in  the  hopes  we  can  get  them  than  100,000 
to  become  permanent.”  daily  circulation 

*  an<i  nan  nnt 


BY  JOE  STRUPP 

IN  THE  VEIN  OF  A  SPOONFUL  OF  THE 
newest  Baskin-Robbins  flavor,  the 
New  York  Times  News  Service  is 
giving  out  free  dollops  of  William  Safire 
and  Gail  Collins. 

The  Times  wire  service  has  been  ladling 


cbose  to  target 
newspapers 
that  have  less 
than  100,000 
daily  circulation 
and  had  not 
received  the 


out  selected  copy  gratis  to  about  70  smaller 
newspapers,  hoping  they’ll  sign  on. 

“It  is  a  way  to  attract  the  top  prospective 
clients  to  the  news  service  in  the  hopes  we 
can  get  them  to  become  permanent,”  said 


—  LAURENCE  PAUL  received  the 
New  York  Times  News  Service  service  in  recent 
filer  years.  “We  wanted  to  let  them  have  a  little 
nose  under  the  tent  flap  to  see  what  we 
tive  do,”  he  said. 

we  Farnell  said  the  giveaway  is  not  in 

lid  response  to  any  customer  decline.  Rather, 


For  the  independent 
newspaper  owner, 
the  value  of  good 
advice  is  the  creation 
of  value.  . 


Buy?  Sell?  Finance?  AdMedia  can  help  the 
independent  newspaper  retain  and  create 
value  by  making  the  right  strategic  moves. 
Contact  Charlie  Wrubel  or  Rob  Garrett 
for  information. 

Strategic  Advisors  and  Investment  Bankers 
to  Newspaper  Companies 


AdMedia  Partners,  Inc. 


Ideas,  Experience  and  Trust 
444  Madison  Avenue,  New  York,  NY  10022  *  212.759.1870  *  info@admediapartners.com. 
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be  said,  the  news  service  has  seen  a  steady 
increase  in  clients  since  he  joined  the  com¬ 
pany  12  years  ago. 

The  service  has  about  600  clients,  mostly 
newspapers,  Paul  said.  Customers  buy  copy 
through  any  of  four  programs,  with  base 
prices  ranging  from  $105  to  $400  a  month. 
Additional  fees  calculated  using  circulation 
figures  can  bring  the  cost  up  to  $10,000  a 
month  for  some  larger  papers. 

Declining  to  offer  specific  figures,  Paul 
said  the  targeted  papers  are  being  given  “at 
least  thousands  of  dollars”  worth  of  copy. 

Sweet  deal.  11 


A  visual  adieu 
for  Trudeau 

‘The  Toronto  Star’  devotes 
an  exhibit  and  a  Web  site 
a  la  recherche  du  temps  Pierre 

IMAGE  WAS  ALWAYS  A  KEY  ELEMENT  of 
Pierre  Elliott  Trudeau’s  tenure.  With 
an  eye  turned  to  that  visual  legacy. 
The  Toronto  Star  set  up  an  exhibit  of  im- 


A  January  1971  cartoon  of  PM  Pierre  Trudeau 

ages  of  Trudeau,  Canada’s  prime  minister 
for  all  but  nine  months  from  1968  to 
1984,  who  died  in  late  September. 

The  collection  of  staff  photos,  originally 
displayed  along  with  cartoons  by  Duncan 
Maepherson  in  the  Stars  auditorium,  is 
accessible  at  its  Web  site  (http://www 
.thestar.com).  Among  the  photos  is 
Trudeau  walking  to  work  in  his  signature 
cape  and  beret.  There  are  also  a  discus¬ 
sion  area  and  staff  articles  at  the  site. 

—  Drew  Holland 
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The  editors  of  E8tP  have  created  a  special  Photos  of  the  Year  issue. 

Newspapers  may  nominate  up  to  ten  photographs  that  have  been  published  in 
your  paper  since  December  1,  1999.  Submissions  should  be  digital,  at  300dpi  or 
higher  resolution,  preferably  in  JPEG  format,  with  date  published  and  caption 
information.  E-mail  submissions  to: 


We  will  print  a  gallery  of  the  best  photos  and  select  one  winner  to  receive  a 
$500  prize.  Deadline  is  November  1. 

The  winning  shots  can  be  dramatic,  humorous,  touching  or  startling  ... 
or  ail  of  those  things.  Anything  goes. 
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Accompanying  growth  in  color  and  page  capacity,  CTP  arrives 
at  Britain’s  only  news  flexo  site  -  the  world’s  largest 

BY  JIM  ROSENBERG 

Bristling  with  new  steel  thanks  to  the  first 
of  two  shaftless  presses  added  to  the  six  KBA 
Flexo-Courier  machines  it  already  was  operating, 
Harmsworth  Quays  Printing  Ltd.  (HQP)  was  a  focus 
of  attention  for  most  of  the  165  who  attended  the 
recent  Newspaper  and  Publications  Flexo  User  Group’s  annual 
conference  in  London. 

With  flexo  used  by  or  sold  to  at  least  16  sites  in  North  America  in 
1988,  newspapers  were  at  last  beginning  to  bet  on  the  process.  But 


in  a  market  where  no  other  news  publisher 
used  it  (or  uses  it  today),  and  with  huge 
press  runs  for  multiple  titles,  Associated 
Newspapers  Ltd.  (ANL)  bet  everything  on 
fle.xo  that  year,  w'hen  it  moved  fi'om  letter- 
press  on  Fleet  Street  to 
Koenig  &  Bauer  AG  (KBA) 
equipment  at  the  new  Dock¬ 
lands  plant  built  for  its  HQP 
subsidiary'.  With  commer¬ 
cial  fle.xo  supplier  Wind- 
miiller  &  Hdlscher,  KBA 
already  had  put  in  the  first 
full-production  flexo  site  in 
the  United  States  at  The 
Providence  {K.\.)  Journal. 

The  move  to  Surrey 
Docks  roughly  coincided 
with  adoption  of  PostScript 
pagination,  a  pioneering  ef¬ 
fort  at  that  time,  and  one 
that  was  “not  immediately  a 
great  time  saver,”  said  Paul 
Cairns,  ad  services  manag¬ 
er.  But  within  two  years  prepress  had  pro¬ 
gressed  to  color  PostScript,  and  in  1991  all 
titles  had  their  own  desktop  production. 
Five  years  later,  HQP  was  printing  9V2- 
million  magazine-style  special  newspaper 
sections  a  week.  Ad  production  was  cen¬ 


tralized  two  years  ago.  And  after  having 
sent  color-separated  files  to  the  new 
plant’s  imagesetters,  this  year  saw  the 
arrival  of  composite  color  output.  Within 
weeks,  according  to  Cairns  and  Group 


Technology  Director  Allan  Marshall,  files 
will  begin  moving  to  HQP  in  Portable 
Document  Format  (PDF)  from  prepress 
in  ANL’s  Kensington  headquarters. 

Over  the  past  12  years,  according  to 
Production  Director  Christine  Klafkow- 


ska,  leads  on  the  original  six  six-web 
presses  —  set  up  to  print  80  pages,  16  in 
full  color  —  were  modified  to  prove  that 
four-color  work  could  be  printed  on  both 
sides  of  a  web,  brighter  inks  were  adopt¬ 
ed,  the  production  and  maintenance  de¬ 
partments  were  restructured  for  more 
efficiency,  and  web  tensioning,  humidity 
controls,  and  ink  recycling  were  installed. 
There  are  now  proposals,  she  added,  to 
grow  editions  to  112  pages,  half  in  full  col¬ 
or  —  a  project  that  would  take  until  2005. 

Today  —  12  years  after  the  publisher  of 
the  Daily  Mail,  Mail  on  Sunday  (including 
the  56-page  “Financial  Mail”),  Evening 
Standard,  and  London’s  Metro  began 
sending  pages  to  its  remote  print  site 
across  the  Thames  —  ANL  is  expanding 
and  further  modernizing  HQP's  plant  and 
capacity  to  print  more  products  and  meet 
what  ANL  Managing  Director  Murdoch 
MacLennan  called  “market  demand  for 
color  pagination  [that]  is  increasing  to 
50%  and  above.”  Five  old  presses  were 
rebuilt  using  two  dismantled  presses,  and 
KBA  KF96  jaw  folders  were  added  to  each. 

Expected  to  be  completed  just  over  a 
year  from  now,  at  a  cost  of  approximately 
$30  million,  the  e.xpansion’s  centerpiece 
are  the  new  presses.  The  eighth  will  be  an 
80,000-cph  machine  able  to  produce  96 
pages,  with  32  in  full  color,  with  its  own 
Honeywell  Printa  controls  system  (the 
original  presses  use  Harland  Simon  con¬ 
trols).  The  plant  will  be  enlarged  to  ac¬ 
commodate  corresponding 
extra  newsprint  roll  laydown 
area  and  platemaking  space. 

Page  and  color  demands 
are  such  that  the  MaiF s 
regionalized  editions  and 
separate  editorial  team  in 
Scotland  account  for  approxi¬ 
mately  75  to  80  color  pages, 
according  to  Cairns.  In  all, 

192  pages  (96-page  pairs), 
plus  regional  changes,  are 
transmitted  to  the  plant 
nightly  —  60  page  pairs  in 
the  hour  before  press  start. 
Edited  photos  (shot  sharp 
to  preserve  details  when 
midtones  are  reduced,  as 
required  by  flexo)  are  routed 
to  open  prepress  interface  (OPI)  and  page 
pairing  and,  redundantly,  in  low  resolution 
to  a  separate  serv'er  to  keep  editorial  users 
off  the  production  netw'ork. 

ANL  employs  color  management  to 
achieve  uniformity  among  the  17  print  sites. 


View  across  the  mail  room  gives  an  idea  of  the  size  of  Harmsworth  Quays  plant. 
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Of  those,  14  are  in  the  United  Kingdom, 
where  HQP  prints  most  of  the  copies  of  the 
2.3-million-circulation  Mail  and  440,000- 
circulation  Evening  Standard',  others  are  in 
Spain,  the  Canary  Islands,  and  Orlando, 

Fla.  (ANL’s  HQP  manages  contracts  with 
all  print  sites.  The  subsidiary’s  site  is  the 
only  one  owned  by  ANL,  and  it  houses 
Metro’s  newsroom,  the  Evening  Standard! s 
circulation  department,  and  a  separate 
polybagging  operation.)  To  achieve 
uniformity  among  all  the  sites.  Color-  | 
Blind,  from  San  Diego-based  Imag-  t 
ing  Technologies  Corp.,  is  used  for 
creating  de\ice  profiles  at  each  raster 
image  processor  (RIP),  with  in-RIP 
separations  made  for  each  press. 

RIP’ing  will  change  when  pages 
begin  moving  as  PDF  files.  ^ 

But  even  before  the  latest  [ 

improvements,  the  move  from  j 

Fleet  Street  to  HQP  brought  about  ^ 
dramatic  operating  changes:  The 
production  work  force  fell  from  al¬ 
most  1,700  to  about  400;  and  while 
it  once  took  six  of  the  former  42 
paper-handlers  one  hour  to  unload  1 
one  truck,  today  two  staffers  can,  in 
less  than  a  minute,  send  twice  that  | 
amount  of  paper  into  storage.  | 

HQP  borrowed  the  paper-delivery  | 

technology  used  by  its  British,  Scan-  ! 

dinavian,  and  German  papermakers.  I 

The  Von  Roll  system  unloads  14  rolls  j 
at  a  time  on  pneumatically  lifted  ; 
skids.  Track  on  both  sides  of  a  con-  | 
veyor  slides  into  grooves  in  the  bed  of  * 
the  truck  trailer,  withdraws  the  rolls, 
and  lowers  them  onto  the  conveyor 
that  pulls  them  into  the  plant. 

For  the  next  stage,  the  printer  bor¬ 
rowed  a  brewer’s  warehousing  idea  for 
stacking  containers  nine  tiers  high.  Auto¬ 
mated  cranes  move  900  paper  rolls  (a 
three-day  supply)  into  and  out  of  both 
sides  of  three  aisles  in  HQP’s  high-bay 
storage  (where  relative  humidity  is  kept 
to  45%  on  all  but  the  difficult  days  of 
midsummer  and  midwinter).  “The  com¬ 
puter  has  an  address  in  its  memory  for 
every  bay  in  the  warehouse,”  said  HQP 
Quality  Assurance  Manager  Phil  Dimes. 

From  the  cranes,  requested  rolls  reach 
stripping  stations  via  Von  Roll  track  and  a 
turntable.  A  buffer  area  is  provided  in  the 
event  conveying  fails.  At  floor  level,  self¬ 
parking/recharging  FMC  automated 
guided  vehicles  (AGVs)  take  over  roll 
transport.  These  forked  robots  rely  on 
in-floor  track  for  signaling;  new  units 
ordered  from  FMC  will  be  directed  by 


radio.  Roll-management  computer 
controls  —  linking  storage,  AGVs,  and 
the  presses’  reelstands  —  are  housed  in 
a  raised,  12-foot-square  glass  office. 

For  the  second  of  its  three  big  consum¬ 
ables,  the  plant  was  built  for  two  ink 
systems  and  two  suppliers.  It  now  has 
four  suppliers,  and  the  16  primary  tanks 
in  the  basement  no  longer  can  support 
color  demand,  said  Dimes.  More  ink 


flexo  inks  dry  fast  and  are  difficult  to 
re-wet,  every  printing  couple  is  washed  for 
40  seconds  after  each  paper’s  press  run 
with  water  extracted  from  recovered  ink. 
Discharging  water  directly  to  the  sewer  “is 
a  very  rare  event”  —  something  that  might 
only  happen  if  microbe  levels  were  high  — 
said  Dimes,  who  couldn’t  recall  the  last 
time  it  had  been  done.  (According  to  Cor¬ 
bett,  the  ink  is  checked  weekly  —  and,  by 

_ the  biocide  supplier,  semiannually 

j  —  for  microbial  growth,  which  can 
^  '  cause  odor  and  clog  filters.) 

,  I  i  In  the  third  area  of  consum- 

i  ables,  filmsetting  and  platemaking, 
I  HQP  hopes  to  eventually  do  away 
with  the  film.  For  now,  Optronics 
ColorSetters  output  page-paired 
!  films  that  are  used  to  bum  plates 
1  in  NAPP  Systems  exposure  units. 
But  instead  of  making  a  Upical 
bump  exposure,  HQP  briefly 
ajr ;  bathes  the  entire  plate  in  ultra- 
i  violet  light  inside  an  “icebox”  unit 
!  before  exposing  it  against  the 
negative.  The  plant  has  one  NAPP 
!  FX-IV+  unit  with  a  slot  for  bump 
exposures  and  a  new  exposure 
lamp,  obviating  pre-e.xposures  in 
1 1  I  the  “icebox.”  Dimes  said  HQP 
jj;  I  expects  to  move  entirely  onto 

f|  NAPP’s  newer  “plate.” 

The  same  datastream  feeds  the 
imagesetters  and  NAPP’s  latest 
platesetter,  the  latter  over  a  sepa¬ 
rate  channel  because  of  anticipated 
e.xperimentation.  The  NAPP  direct 
^  '  computer-to-plate  (CTP)  system  is 

now  capable  of  imaging  25  pairs  of 
tabloid  pages  per  hour.  NAPP  aims  to 
raise  throughput  to  60  pph. 

A  technically  difficult  alternative  to  slow¬ 
er  rubber-ablation  and  mask  CTP  technolo¬ 
gies  used  in  commercial  flexo  —  one-step 
direct  imaging  of  the  pol  vmer  plate  surface 
—  is  taking  years  to  make  practical,  said 
NAPP  Research  Director  Dave  Roberts. 
Using  CxTnbolic  Sciences’  offset  platesetting 
engine  modified  with  an  ultraxiolet  laser 
and  optics  suitable  for  fle.xo,  the  manual¬ 
loading  internal-drum  platesetter  images  a 
36-by-27-inch  area  at  1,000  or  2,000  dots 
per  inch  (soon  to  be  upgraded  to  variable 
resolution).  In  CTP,  said  Roberts,  “Bump 
and  main  exposures  happen  simultaneous¬ 
ly,”  yielding  plates  that  can  be  mn  through 
the  same  processor  used  with  conventional 
plates  and  exhibiting  printing  beha\ior 
very  much  like  that  of  NAPP’s  HS  series 
of  conventional  flexo  plates. 

Commissioned  at  HQP  only  a  few 


Shaftless  KBA  Flexo-Courier  at  Harmsworth  Quays  Printing 

storage  is  being  built  into  the  expansion. 

Supplied  as  concentrates,  flexo  inks 
are  mixed  on  site.  But  in  managing  that 
mixing,  said  Dimes,  “we  found  automatic 
viscometers  a  complete  nightmare.” 
Viscometer  failures,  he  explained,  caused 
the  secondary  ink  tanks  to  overflow'  daily, 
leaving  “a  lake”  of  ink  on  the  floor.  All 
were  “replaced  with  people,  and  it’s  the 
best  thing  we’ve  done.”  Ink  from  the  35 
secondary  tanks  is  pumped  up  two 
stories,  then  down  to  the  presses  (where 
each  position  has  a  unit  ink  tank,  next  to 
the  control  box)  —  a  process  that  HQP 
may  eliminate  with  its  new  presses. 

“It’s  not  unusual  for  our  inks  to  run 
continuously  from  Friday  morning  until 
Sunday  morning,”  said  Sun  Chemical’s 
HQP  account  manager,  Kevin  Corbett. 

Borrowing  again,  HQP  adapted  its  ink- 
water  separation  and  recycling  system 
from  dairy  industry  technology.  Because 
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passes  over  the  top  roller,  the  dr\'er 
consists  of  air  blown  through  a  row  of 
1,000-watt  infrared  bulbs  on  the  four- 
color  side.  Where  a  much  wetter  four- 
over-four  web  (full  color  on  both  sides) 
passes  over  the  top  roller,  each  side  is 
warmed  by  air  blowm  through  a  row  of 
2,000-watt  bulbs.  “It’s  a  combination  of 
short-wave  infrared  energ\’  and  air,”  said 
^haptnan.  you 

Newspaper 
bundles  are 
bar-coded  with 
retail  destinations;  pre-prints  such  as 
Sunday’s  “Financial  Mail”  are  not. 

Inserting  —  using  Ferag  drums— is 
something  “we’re  only  just  getting  into,” 
said  Dimes.  He  explained  that  HQP  has 
been  rehing  on  the  nearby  Quebecor 
commercial  printing  plant  to  insert  any 
pre-printed  advertising  into  the  hcatset 
weekly  magazine  it  prints  for  the  Friday 
night  Standard  and  Saturday  Mail.  11 


protecting  a  cylinder’s  surface  against 
dropped  plates  or  tools,  the  blanket  has 
given  good  results,  though  “we’ve  been 
testing  the  hard  steel”  for  making  flexo’s 
“kiss”  impression  against  the  plate,  said 
Hugh  Crawford,  assistant  production 
manager. 

The  building’s  addition  is  “not  for  the 
other  press,  but  for  the  rolls  of  paper,” 
said  Dimes,  _  _ 

said,  by  the 
productivity 
the  one 
alreadv-in- 

stalled  shaft-  Baldwin-designed  IR  and  air  dryer  eliminates  set-off  from 
,  a  four-color  web. 

less  press, 

which  some  days  is  run  most  of  the  time 
at  70,000  cph. 

Baldwin  and  two  other  suppliers  under 
Baldwin’s  direction  custom-built  dryers 
for  that  press.  Dimes  and  Baldwin  (U.K.) 

Managing  Director  John  S.  Chapman 
stressed  that  the  dry  ers  are  intended  to 
dry-  the  ink  only  enough  to  prevent 
second-impression  set-off  on  rollers. 

Where  the  black-over-four-color  w'eb 


^  San  Francisco 

fiS-  dergoingde- 

B'..  If'  bugging  and 

-  -  -It*  T  awaited  cali- 

HQP’s  high-bay  newsprint  profiling  so  as 
storage  holds  900  rolls.  not  to  alter 

the  plant’s  color  printing.  Roberts  said 
work  to  be  done  includes  optimizing 
performance,  building  a  second  machine, 
and  increasing  speed. 

Reaching  the  last  goal,  he  said,  requires 
a  more-.sensitive  plate  surface  and/or  the 
application  of  more  energv’  to  the  plate 
than  is  available  from  the  S'/^-watt 
argon-ion  laser  now  used.  NAPP  will 
explore  new  technologies  such  as  non¬ 
laser  light  sources,  solid-state  UV  lasers, 
and  blue-violet  laser  diode  arrays. 

In  the  press  hall,  HQP  uses  an  inverted 
letterpress  blanket  with  a  plastic  shim  on 
almost  all  impression  cylinders.  Providing 
a  certain  leeway  in  impression  setting  and 


Associated  Newspapers’  history  of  innovation 


The  WORLD’S  BIGGEST  NEWS 

flexo  site  and  one  of  its  first,  Harms- 
worth  Quays  Printing  Ltd.  is  also  the 
only  one  in  the  United  Kingdom.  That’s  not 
surprising,  given  its  parent  company’s  willing¬ 
ness  to  adopt  new  technologies.  Associated 
Newspapers  Ltd.  went  its  own  way  paginating 
with  PostScript,  trying  still-video  photography, 
experimenting  with  various  new  electronic  me¬ 
dia,  creating  a  Lotus  Notes-based  editorial 
“front  end,’’  and  building  its  own  overarching 
work-flow  and  production-tracking  system. 

Willingness  to  back  new  technologies  and 
those  who  can  exploit  them  (ANL’s  managing 
editor  is  former  Daily  Mail  production  director 
and  IFRA  presiding  director  Murdoch  MacLen- 
nan;  its  group  technology  director  is  the  widely 
respected  Allan  Marshall)  is  a  legacy  of  founder 
Alfred  Harmsworth,  Viscount  Northcliffe,  who 
at  the  outset  of  an  earlier  communications  revo¬ 


lution,  recognized  value  not  only  in  new  print¬ 
ing  machines  but  also  in  the  telephone,  radio, 
automobile,  and  airplane. 

With  brother  Harold 

(Lord  Rothermere,  whose  ! 

great-grandson  is  now 
head  of  AND,  North¬ 
cliffe  did  more  than  put 
his  publications  in  the 
technical  vanguard.  He 
concerned  himself  with 
matters  of  content  and 
presentation  that  survive 
to  this  day.  Among  them: 

The  Mail’s  “Femail”  section  in  some  ways 
echoes  the  original  Daily  Mirror’s  effort  to  culti¬ 
vate  women  readers.  And  following  its  success 
reaching  women  in  print,  ANL  created  a  Web 
site  (one  of  several)  just  for  women. 

Joseph  Pulitzer  invited  Alfred  Harmsworth  to 


edit  his  New  York  World  for  New  Year’s  Day, 
1901.  The  Englishman  halved  its  size,  embold¬ 
ened  its  design,  and  told  the  newsroom  that 

-  shorter  was  better.  The 

radical  redesign  that 

W  sold  out  its  regular  and 

^  additional  100,000- 

^  copy  print  runs  popu- 

j  i.  ^  larized  the  format  that 

B  Harmsworth  called  the 

Both  were  ahead  of 
their  time.  The  heyday 
of  New  York  tabloids 
was  20  years  off,  and  although  the  Mirror  was 
made  over  into  an  illustrated  tab,  the  Mail  did 
not  adopt  that  format  until  about  20  years  ago. 
Today,  it  shares  HQP’s  presses  with  the  Mail  on 
Sunday,  Evening  Standard,  Metro,  and  other 
publications  —  all  tabloids.  — Jim  Rosenberg 


Tabloid  ticket:  Almost  a  hundred  years  ago, 
a  different  Al  and  Joe  joined  forces. 
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-FEATURES  AVAILABLE- 


-ANNOUNCEMENTS- 


ASTROLOGY 


WEEKLY  -  MONTHLY  -  CAMERA  READY 

FREE  link  to  WWW  brings  readers 
Time  Data  Syndicate  (800)  322-5101 

_ ELECTION  2000 _ 

DO  YOU  KNOWHOW 
YOUR  CONGRESSMAN  VOTED? 

www.rollcallvotes.com 

NOW  POSTED:  TOP  VOTES 
OF  THE  106TH  CONGRESS 

WWW.  rollcal  lvotes.com 


ENTERTAINMENT 


BLACK  HOLLYWOOD  -  News  and  Gossip 

Fax  request  for  samples  and  rates  to: 
L.A.  Features  (847)  446-4804 


FEATURES  AVAILABLE 


3-MINUTE  COMIC  SHORT  STORIES 

Entertainment  for  EVERYBODY 
Check  out  samples: 
www.ComicDiversions.com 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Appealing,  graphic  rating 
system.  Cineman  Syndicate,  RO.  Box 
4433,  Middletown,  NY  10941. 

(845)  692-4572,  Fax  (845)  692-8311 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308  /  (909)  927-0164 


LOW-COST,  HIGH  quality  crossword 
puzzles  syndicated  for  newspapers. 

www.arealinks.net/SatoriPub/ 


-ANNOUNCEMENTS-  ll 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


780  Sold -Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  negotia¬ 
tions  for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Clearwater  Beach,  FL  34630 

No  obligation  of  course. 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales,  Acquisitions,  Mergers 
5196  Benito  St,  #11,  Montclair,  CA  91763 
(909)  626-6440,  Fax  (909)  624-8852 
www.media-broker.com 

Leader  in  Sale 
of  Community  K..  W 

Newspapers  1^  Jr  1 

Check  oiir  References 
(.214^265-9300  Ted  Rickenbacher 

Rickenbacher  Media 

6731  De.sco  Dr.,  Dalla.s,  TX  75223 
W.-WW. rickenbachermedia.com 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


NEWSPAPERS  FOR  SALE 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To  ... 
www.mediamergers.com 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)476-3950 

NEWSPAPERS  WANTED 

LIBERTY  GROUP  PUBLISHING 
is  aggressively  seeking  newspapers  and 
other  print  publication  acquisitions.  LGP 
is  owner/operator  of  approximately  300 
publications,  including  64  daily  news¬ 
papers.  All  correspondence  and  dis¬ 
cussions  are  confidential.  Contact: 

KEN  SEROTA 
President  &  CEO 
3000  Dundee  Rd.,  Suite  202 
Northbrook,  IL  60062 
Phone:  (847)  272-2244 

PUBUCATIONS  FOR  SALE 

FREE  LISTING  in  nation’s  marketplace 
for  buying  and  selling  publications. 

www.publicationsforsale.com 

Publications  For  Sale 
Upstate  New  York  weekly  with  four 
supplemental  monthly  for  sale.  $300k 
yearly  income.  Owner  leaving. 

Call  (518)  747-9056,  ask  for  Jerry. 


CAMERA  &  DARKROOM 

NO  NONSENSE  50“  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)372-0372 


NEWSPAPER  APPRAISERS 


MAILROOM 


BIG  STUFF  SOLUTIONS 
Need  to  feed  big  stuff? 

See  our  feeders,  hoppers  and  more  at: 
WWW.  bigstuff-stepper.  com 
(913)782-2584 

BUY/SELUALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 
•Spare  Parts*Training  olnstailation 
•Mailroom  Systems  •Inserter  Controls 
•Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
WWW.  newstec .  com 

PRESS  AND  MAILROOM  SERVICES 
PRESS 

•  Cost  effective  50“  web-width 
reductions  for  smaller  plants. 

•  Single/double  width  folder  repairs/ 
rebuilding 

•  Cylinder  installation 

MAILROOM 

•  Installation/Relocation  of  insert 
machines 

•  On-site  inserter  and  hopper  repair/ 
rebuilding 

Complete,  thorough  equipment  audits 
24  hour  service  /  reasonable  rates 
28  years  experience. 

MOUNTAIN  MACHINE  WORKS,  INC. 

(406)  273-0033  •  FAX:  (406)  273-2447 


NEWSPAPER  APPRAISERS 


APPRAISALS  &  Formal  Business  Plans 
KAMEN  &  CO.  GROUP  SERVICES 
NY  (516)  379-2797 
Fax  (516)  379-3812 

Tampa,  FL  (727)786-5930 
E-mail:  kamenandco@aol.com 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 
www.publicationsforsale.com 


PHILLIPS  PROPERTIES,  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets 


Bolitho-Cribb 
&  Associates 

PubNcation  Brokerage 
&  Appraiaala  oct1923 
Over  2t)00  paper*  soM 


cribb.com 

j  Confidential  •  Convenient 
24  hours  ■  day,  7  days  a  waek 


Please  call  us  to  discuss  your  options  in  a  sale 


John’Ciibb 

406-586-6621, 

104  E.  Main,  Suite  402, 
Bozeman,  MT  59715 
jei1bbeifflt.net 


Jim  Hicks 
307-684-7431 
336  US  16  East, 
Buffalo,  WY,  82834 
lftiicksetrlb.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  34105 
tokis  e  mindspring.com 


For  a  listing  o1  publications  for  sale,  go  to  www.cr1bb.com 


THOMAS  C.  BOLITHO 
BOLITHOMEDiA  SERVICE 
"A  tradition  of  service  to 
community  newspapers" 
(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

RO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


WHAT’S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It’s  Free! 
www.mediamergers.com 


www.editorandpublisher.com 
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-EQUIPMENT  &  SUPPLIES-  ’ 


CIRCULATION  SERVICES 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817,  Fax  (770)  590-7267 


AVAILABLE 

4  Goss  4  High  Towers 
C  150  21,5“  cutoff 
Can  be  converted  to  SSC  cylinders 
Completely  remanufactured  - 
$195,000.00  per  4  high 
Prices  are  FOB  our  dock 
Call:  Universal  technology  of  Indiana,  Inc. 
(219)924-4217 


CONTINENTAL  PRINTING  MACHINERY 

1 1104  Walrond  Ave 
Kansas  City,  MO  64137 
Telephone:  (816)  761-4749 
Fax:(816)765-0992 
or  E-mail:  kwlworld@msn.com 
We  move  and  Install  Newspaper  Printing 
Presses  all  makes  and  models,  single 
width.  Will  repair  or  rebuild  on  site. 


CURRENTLY  IN  STOCK 

•  12-unit  Community,  SC/SSC  units,  4 
stacked,  8  floor,  many  extras 

•  8-unit  Community  SC/SSC  units,  2 
stacked,  SC  folder 

•  5-unit  Community  SC/SSC  with  UOP 

•  6-unit  VI  5C,JF25  folder  81/83 

•  5-unit  V15A,JF1 5  folder  77/79 

•  6-unit  V22  with  JFl  excellent  condition 

•  Rebuilt  109  Count-O-Veyor,  bump  and 
90  degree  turns 

•  Community,  V15A,&V15C  add-on's 

Inter-Continental  Graphics,  Inc. 

Fort  Myers,  Florida 
(941)561-6401 
Fax.  (941)  561-6402 

DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses" 

PRESSES  WANTED:  HARRIS  V25  V22 
V15AV15Dor  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 

Tel:  (913)  648-2000 
Fax;  (913)  648-7750 


FIVE  UNIT  VI 5A  Press  Complete 
JF  4  Folder  with  Cross  Perf  Running 
Circ,  Continuous  Ink/Dampening 
All  Cylinders  in  Good  Condition 
$75,000.00 
(815)758-5484 
E-mail:  printec@castleprint.com 
Available  Immediately 


FOUR  1969  Goss  oil  units,  new  cylin¬ 
ders,  Community  folder.  $70,000. 

Call  (207)  743-7011 
mainejameslO@hotmail.com 


INTER  CONTINENTAL  GRAPHICS,  INC. 

Web  offset  presses:  (941)  561-6401 
www.intercontinentalgraphics.com 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 

PRESSROOM  SUPERVISOR 
Join  Philadelphia's  largest  cold 
web  printer  and  earn 
$80,000  Annually  -r  Performance  Bonus 
Bartash  is  a  7-day,  24  hour  printing 
operation  that  seeks  an  experienced  pre¬ 
ssroom  supervisor  that  has  the  ability  to 
commit  tight  deadlines,  work  under  pre¬ 
ssure  while  providing  excellent  print  qual¬ 
ity.  The  supervisor  has  the  responsibility 
to  manage  a  press  crew  of  20  to  operate 
four  press  lines.  Ideal  candidate  will  have 
press  experience  on  a  Community,  Sub¬ 
urban  and  Tensor  press  units.  Special  con¬ 
sideration  will  be  given  to  candidates  that 
have  printing  experience  with  quarter- 
folds,  on-line  glue  and  process  color.  This 
is  a  pivotal  role  that  requires  planning, 
management  skills  and  the  ability  to  pro¬ 
duce  bottom-line  results  by  streamlining 
the  production  process.  This  position 
offers  a  base  salary  plus  a  quarterly 
performance  bonus. 

Submit  your  resume  tO: 

Bartash  Printing 
Attention:  Edward  Yucis 
5400  Grays  Ave 
Philadelphia,  PA  19143 
Phone:  215  724-1700  Fax:  215  724-3489 

SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
Newspaper  Presses  Since  1910. 
INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
For  a  complete  list  of  presses. 

(800)  255-6746  or  (913)  492-9050 
www.inlandnews.com 

USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 
MOUNTAIN  STATES,  INC, 

(800)  257-3045 
www.msicylinders.com 


WANTED  TO  BUY 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 


-INDUSTRY  SERVICES- 


ADVERTISING  SERVICES 


Posi--ir  No-he.  Advertising  by 

NoteAdSdCom 

NoteAds.com.  Inc.  is  your  source  for  the 
printing  and  placement  of  Post-iT  Note  ads. 

•  Proven  to  enharrce  readership  and  response 
of  your  pnnt  media  advertising 

•  Authon«:ed  distributor  o(  3M. 


38  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
Eric  Southward 

www.metro-news.com 


AVAILABLE  IMMEDIATELY! 

275  Prime  E.S.T.  Zone  Sales  Hours. 
Short  or  Long  Term. 
Commission  Based,  Projects  Preferred. 

Northwest  Circulation  Sales,  Inc. 
(877)  540-8754 


HEADLINE  PROMOTIONS.  INC. 
TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail:  Hdlinel@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone  (732)  738-5100,  Fax 
(732)738-5115 
E-mail  JanMont@Earthlink.com 


TELEMARKETING  PROF.  INC. 

Paper  People  specializing  in  stop  savers,  con¬ 
versions,  new  hook-ups  &  cold  calling.  On 
the  spot  verification,  state-of-the-art  equip¬ 
ment  &  everything  done  under  one  roof. 

Contact:  Al  Schreibman;  (800)  830-3776 

CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  schedul¬ 
ing  &  circulation.  Fake  Brains, 
(303)791-3301  www.fakebrains.com 

PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  ladder- 
ways?  Dirty  air  handling  systems,  duct 
work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2 1 10 

CIRCULA’nON  SERVICES 


CIRCULATION  SERVICES,  INC. 


30%  PAID  IN  ADVANCE  -  GUARANTEED! 

As  required  by  the  FTC  all  pre-sales  are  digitally  recorded,  reviewed  and 
archived  to  CD  each  week. 

Learn  more  at  www.circulationservices.com 
To  set  up  a  complementary  test  for  your  newspaper  call  Andy  Orr  at: 

(970)  493-0470  ext.  109 

Inbound  ^  Outbound  ♦  Data  Software  ♦  Sales  ^  Surveys 
Verification  ^  Retention  ^  Quality 


METRO,  URBANITE,  COMMUNITY,  :  •  “sir^uio. o.  jm. 

SC,  SSC,  MAN  4/2  presses.  AL  TABER  i  1-877-668-3231  I 

(770)  552-1528,  Fax  (770)  552-2669  .".9!?.*^?:?°?? . 

C2  EDITOR& PUBLISHER  CLASSIFIEDS  NO  VEM  B  ER  6,  2  000 


CLASSIFIED  ADVERTISING  DEADLINES 

In-Column  Advertisanents;  Tuesday  al  noon  (EST)  for  the  next  Monday’s  issue 
Classified  Display;  Friday  5pm  (EST)  8  days  prior  to  publication 


www.ediforandpublisher.com 


Phone:1-888-825-9149  -  CLASSIFIED  ADVERTISING  ~  Fax :  (646)  654-5312 

770  Broadway,  7th  Floor,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


ACADEMIC 


MEDIA  SPECIALIST 

University  of  Alabama  at  Birmingham. 
The  UAB  Office  of  Media  Relations  seeks 
a  media  specialist  to  promote  the 
experts,  research  and  educational 
activities  of  UAB’s  schools  of  Business, 
Engineering  and  Natural  Sciences  and 
Mathematics.  Duties  include  writing 
news  releases,  tip  sheets  and  related 
materials;  cultivating  internal  contacts 
on  assigned  beats  and  serving  as  UAB 
spokesperson  when  appropriate. 
Qualifications:  Bachelor’s  degree  in 

Journalism,  Communications  or  English. 
Minimum  of  3-5  years  experience  in 
academic  media  relations  and/or  daily 
newspaper  reporting.  Must  possess 
excellent  news  writing,  editing  and  story 
development  skills.  Must  be  able  to  han¬ 
dle  multiple  tasks  and  deadlines. 
Demonstrated  ability  to  work  with  local, 
state  and  national  news  media. 

UAB  is  a  young,  aggressive  university 
with  12  schools,  $300  million  in 
sponsored  research  (among  top  16  in 
funding  from  NIH). 

Send  cover  letter,  resume  and  six  writing 
samples  to; 

UAB  Employment  Office 
110  Administration  Building 
701  20th  Street  South 
Birmingham,  AL  35294-0113. 

AA/EOE 


ASSISTANT  PROFESSOR  OF 
JOURNALISM 

The  Department  of  Journalism  in  the 
Henry  W.  Grady  College  of  Journalism 
and  Mass  Communication  at  the  Univer¬ 
sity  of  Georgia  invites  applications  for  a 
tenure-track  position  as  assistant  pro¬ 
fessor  of  journalism,  beginning  Fall 
2001.  The  successful  applicant  will  be 
able  to  teach  a  range  of  writing  classes, 
with  particular  skill  in  longer  feature  and 
magazine  article  writing.  The  successful 
candidate  could  also  anticipate  teaching 
a  graduate  class  supporting  a  field  of 
research.  The  new  assistant  professor 
will  also  support  student  and  pro¬ 
fessional  activities,  particularly  those  con¬ 
nected  with  the  department's  growing 
magazine  enrollment.  The  ideal  candi¬ 
date  will  have  completed  a  Ph.D.  in 
journalism-mass  communications  or 
related  field,  demonstrated  a  record  or 
promise  of  substantial  published 
research,  and  offer  extensive  pro¬ 
fessional  experience  writing  news  and 
feature  articles.  Journalistic  expertise  in 
business,  science,  technology,  sports  or 
digital  journalism  is  preferred.  Teaching 
experience  is  desired.  Applications  from 
women  and  minorities  are  strongly 
encouraged.  Candidates  should  submit  a 
letter  of  application,  a  vita  and  the 
names,  addresses  and  telephone  num¬ 
bers  of  three  references  to: 

Dr.  Kent  Middleton,  Professor  and  Head, 
Department  of  Journalism, 

Grady  College  of  Journalism  and  Mass 
(iommunication.  University  of 
Georgia,  Athens,  GA  30602-3018. 

Applications  received  by  December  15, 
2000,  are  assured  of  consideration. 

An  EEO/AA  Institution. 


ACADEMIC 


THE  UNIVERSITY  OF  FLORIDA’S  Col¬ 
lege  of  Journalism  and  Communications 
seeks  a  creative,  collaborative,  and  vis¬ 
ually  and  technically  sophisticated 
communications  specialist  to  design, 
produce  and  maintain  high-quality  Web 
sites  for  the  college. 

The  successful  candidate  will  have  pri¬ 
mary  responsibility  for  managing  the  col¬ 
lege’s  Web  presence.  Tasks  include: 
design  and  produce  state-of-the-art  Web 
pages;  ensure  that  information  is  current 
and  accurate;  provide  leadership  in  inte¬ 
grating  new  Web  developments  and 
techniques,  and  work  effectively  and  col- 
laboratively  with  administrators,  staff 
and  other  university  Web  officials. 

A  Bachelor’s  degree  and  at  least  two 
years  relevant  experience  are  required; 
master’s  degree  and  appropriate  experi¬ 
ence  preferred.  Excellent  command  of 
written  English,  including  the  ability  to 
express  ideas  clearly  orally  or  in  writing, 
is  required.  Also  required  are 
demonstrated  experience  in  Web  design 
and  administration,  including  graphics 
skills,  hand-coding  HTML,  CGI  scripting 
and  Windows  NT  Web  server  adminis¬ 
tration.  Working  knowledge  of  Java, 
JavaScript,  ActiveX  and  Cold  Fusion  or 
similar  software  is  strongly  preferred. 
Strong  conceptual  and  human-relations 
skills  also  are  required. 

A  complete  job  description  is  online  at 
http:.'/www.  jou .  uf  I  .edu/info/jobs.  htm . 
Applicants  should  send  a  letter,  three  to 
five  URLs  and  a  current  resume  to: 
Professor  David  Carlson,  Chair  Search 
Committee  for  Web  Administrator 
College  of  Journalism  and  Communications, 
University  of  Florida 
RO.  Box  118400 
Gainesville,  FL  32611-8400. 
Applications  must  be  received  by 
Nov.  16, 2000.  Salary  is  competitive, 
based  on  qualifications  and  experience. 

The  University  of  Florida  is  an  equal 
Opportunity/Affirmative  Action/ADA  employer. 


JOURNALISM:  Tenure-eligible  assistant 
professor  needed  August  2001  to  teach 
undergraduate  news  writing  and  report¬ 
ing  and  other  journalism  and/or  media 
courses  with  the  possibility  of  teaching 
graduate  courses.  Professional  journal¬ 
ism  experience;  evidence  of  teaching 
excellence  and  research  ability;  and 
either  earned  doctorate  in  journalism, 
mass  communication,  or  related  field  or 
ABD  with  completion  by  December, 
2001.  Salary  range  $33,000  to 
$37,000  depending  on  qualifications. 
Send  letter  of  application,  evidence  of 
teaching  effectiveness,  at  least  3  letters 
of  recommendation,  current  vitae,  copies 
of  all  transcripts  by  January  5,  2001  to 
Dr.  Gloria  J.  Galanes,  Head  Department 
of  Communication  and  Mass  Media, 
Southwest  Missouri  State  University, 
901  S.  National  Avenue,  Springfield, 
MO  65804-0095.  The  newly-formed 
Department  of  Media,  Journalism  and 
Film  has  20-f  full-time  faculty  and  over 
300  majors.  Programs  include  print  and 
broadcast  journalism,  media  production 
and  operations,  film  studies,  and 
electronic  arts.  EOE. 


ACADEMIC 


NEWSPAPER/BROADCAST  JOURNALIST 
WANTED 

Florida  A&M  University’s  School  of  Jour¬ 
nalism,  Media  and  Graphic  Arts,  located 
in  Florida’s  hilly  and  woodsy  state  capi¬ 
tal,  Tallahassee,  seeks  a  top  quality  fac¬ 
ulty  member  beginning  in  August  2001. 
Position  #17664  -  Newspaper  or  Broad¬ 
cast  Journalism  educator.  Rank  and 
salary  negotiable  depending  on  qualifica¬ 
tions.  Ideal  tenure-track  candidates  will 
have  the  Ph.D.  in  journalism  or  mass 
communications  or  related  field,  suc¬ 
cessful  experience  in  computer-assisted 
reporting  and/or  web  publication  design, 
publication  record,  zest  for  teaching  and 
research. 

Professional  practice  track  candidates  con¬ 
sidered  with  Master’s  degree  in 
appropriate  field,  substantial  outstanding 
professional  broadcast  or  newspaper 
journalism  experience  including  com¬ 
puter-assisted  reporting  and/or  web  pub¬ 
lication  design,  zest  for  teaching  and  for 
continuing  professional  pursuits  from  an 
academic  setting. 

Florida  A&M  University  (FAMU),  founded 
in  1887,  was  the  1998  Time/Princeton 
Review  College  of  the  Year.  It  enrolls 
13,000  students  from  the  baccalaureate 
to  Ph.D.  level.  The  School  of  Journalism, 
Media  and  Graphic  Arts  has  450  majors 
in  two  divisions.  FAMU  is  an  Equal 
Opportunity  Employer. 

Positions  will  remain  open  until  filled. 
Apply  ASAP  to: 

Robert  M.  Ruggles,  Dean 
School  of  Journalism 
Media  and  Graphic  Arts 
Florida  A&M  University 
108  Tucker  Hall 
Tallahassee,  FL  32307-4800 


ACADEMIC 


THE  AMERICAN  UNIVERSITY  IN  CAIRO 
(AUC)  has  one  or  more  openings  in  the 
Department  of  Journalism  and  Mass 
Communication.  Successful  candidates 
will  teach  undergraduate  and  graduate 
courses  in  two  or  more  of  the  following 
areas:  new  media  technologies;  print  and 
broadcast  writing  and  reporting;  editing 
and  production;  graphic  design;  digital 
photography;  mass  media  and  interna¬ 
tional  communication;  advertising  and 
public  relations  as  integrated  marketing 
communications.  Ph.D.  is  preferred  and 
M.A.  is  accepted.  The  successful  candi¬ 
date  will  have  a  strong  professional  back¬ 
ground  and/or  substantial  experience  in 
university  teaching.  Workload  is  9  credit 
hours  per  semester,  with  commitments 
to  department  service  and  scholarship  or 
creative  endeavor.  English  is  the  lan¬ 
guage  of  instruction.  In  view  of  the  AUC's 
protocol  agreement  with  the  Egyptian 
Government  which  requires  specific  pro¬ 
portions  of  Egyptian,  U.S.,  and  third- 
country  citizen  faculty,  at  this  time  pre 
ference  will  be  given  to  qualified  appli¬ 
cants  who  are  U.S.  citizens.  Two-year 
appointment  would  begin  in  September 
2001.  Rank  open,  placement  and  salary 
based  on  qualifications  and  experience. 
For  re-located  hires,  housing,  annual 
home  leave  and  schooling  for  two  chil¬ 
dren  are  included.  Send  letter  of  applica¬ 
tion  specifying  Job  #  JMC-1/2  with  C.V. 
and  names  and  addresses  of  three 
references  tO: 

Dr.  Earl  (Tim)  Sullivan,  Provost 
The  American  University  in  Cairo 
420  Fifth  Avenue,  FI.  SEP 
New  York,  N.Y.  10018-2729 
or  e-mail  mrussell@aucnyo.edu 
before  November  23,  2000.  AUC  is  an 
Equal  Opportunity  Employer 


ACADEMIC 


ACADEMIC 


SCRIPPS  HOWARD  PH.D.  FELLOWS 


The  E.W.  Scripps  School  of  Journalism  at  Ohio  University  seeks 
mid-career  professionals  from  advertising,  broadcast  news, 
magazines,  newspapers,  and  public  relations  to  be  Scripps 
Howard  Teaching  Fellows  in  its  three-year  Ph.D.  program.  The 
program,  among  the  best  in  the  country  in  mass  communication, 
will  pay  fellows  $20,000  a  year  plus  tuition,  renewable  for  two 
years.  Master’s  and  GRE  required.  Deadline  for  all  application 
materials:  February  15,  2001.  Contact: 

Daniel  Riffe 
(740)  593-2597 

Program  information:  www.scripps.ohiou.edu 
_ Applications:  www.ohiou.edu/~gradstu/apps.htm _ 


CLASSIFIED 
ADVERTISERS 


If  you  don’t 
see  a  category 
that  fits  your  needs, 
please  call  us  at  888.825.91  49. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 

- details  at  www.editorandpublisher.com 


www.editorandpublisher.com 


NOVEMBER  6,  2000  EDITOR  &  PUBLISHER  CLASSIFIEDS  C3 


Phone:1-888-825-9149  -  lASSinED  ADVERTISING  ~  Fax  :  (646)  654-5312 

770  Broadway,  7th  Floor,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


ACADEMIC 


Department  of  Communication 
Chairperson  Advertisement 
Indiana  State  University  Department  of 
Communication  seeks  chairperson  at 
associate  professor  or  professor  rank. 
Position  available  August  15. 
Responsibilities:  leading  department;  pro¬ 
moting  cooperation  among  academic 
programs;  teaching  in  one  of  depart¬ 
ment's  disciplines;  engaging  in  ap- 
prooriate  scholarly/creative  activity;  and 
increasing  resources  to  maintain  and  aug¬ 
ment  departmental  technology  and 
instruction. 

Qualifications:  doctorate  in  appropriate 
discipline;  research/creative  activity  com¬ 
mensurate  with  rank;  significant  involve¬ 
ment  in  regional/national  professional 
organizations;  experience  building  con¬ 
sensus  among  colleagues;  and  evidence 
of  outstanding  teaching  and  communica¬ 
tion  skills.  Professional  experience  in 
broadcasting,  film,  journalism,  public 
relations,  advertising  or  new  media  is 
desirable. 

Department  has  18  full-time  faculty  in 
four  degree  programs:  Radio/TV/Film, 
Communication  Studies/Public  Rela¬ 
tions,  Managerial  Communication,  and 
Journalism. 

Send  letter  of  application,  vita,  three 
original,  current  reference  letters  and  a 
statement  of  300-500  words  discussing 
the  interrelationship  of  communication 
studies  and  professional  mass  media 
programs  in  a  multi  disciplinary  depart¬ 
ment  to  Chair  Search  Committee, 
Department  of  Communication,  Indiana 
State  University,  Terre  Haute,  IN 
47809.  Application  review  will  begin 
January  15  and  continue  until  position 
filled,  (www/indstate.edu)  ISU  is  an  EO/ 
AA  and  ADA  employer  and  actively  com¬ 
mitted  to  diversity. 


ADMINISTRATIVE 


COMMUNITY  LEADER  wanted  for  twice- 
weekly  newspaper  in  CA.  Aggressive 
person  with  advertising  background  is 
ideal  candidate.  Blue  Cross/Blue  Shield 
health,  dental  insurance,  401(k), 
excellent  bonus  plan.  Contact: 

Bill  Buchanan 
Buchanan  Communications 
Phone:  (205)  752-7500 
Or  at:  billybuc@dbtech.net 


GENERAL  MANAGER 
General  Manager  for  weekly  newspaper 
in  Mississippi.  Sales  background  a  must, 
weeklies  experience  a  plus.  If  you  are 
creative,  able  to  lead  people  and 
understand  market  dynamics,  this  job  is 
for  you!  Great  opportunity  in  one  of  the 
fastest  growing  markets  in  the  state  of 
Mississippi. 

We  offer  a  comprehensive  benefit  plan 
and  401(k).  Please  respond  tO: 

Box  0 1 388,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit; 


ADMINISTRATIVE 


GROUP  PUBLISHER:  California  Weekly 
group  seeks  publisher  w/  proven  group 
sales  and  leadership  abilities.  Full  finan¬ 
cial  and  operational  responsibility  for 
$5MM+  company.  Must  be  able  to  grow 
and  define  a  successful  operation  in  top  com¬ 
munities  of  world’s  technology  capital; 
develop  and  motivate  strong  team  of 
skilled  managers.  Competitive  salary  and 
equity.  Contact  David  Cohen  Silicon  Valley 
Community  Newspapers, 

RO.  Box  28,  San  Jose  CA  95103 
Or  E-mail:publisher@svcn.com 
No  phone  calls,  please. 


GROUP  PUBLISHER:  California  Weekly 
group  seeks  publisher  w/  proven  group 
sales  and  leadership  abilities.  Full  finan¬ 
cial  and  operational  responsibility  for 
$5MM-i-  company.  Must  be  able  to  grow 
and  define  a  successful  operation  in  top  com¬ 
munities  of  world’s  technology  capital; 
develop  and  motivate  strong  team  of 
skilled  managers.  Competitive  salary  and 
equity.  Contact: 

David  Cohen 

Silicon  Valley  Community  Newspapers, 
RO.  Box  28,  San  Jose  CA  95103 
Or  E-mail;publisher@svcn.com 
No  phone  calls,  please. 

PUBLISHER  WANTED 
Popular  Richmond,  VA  suburban  weekly 
newspaper  and  monthly  magazine  seek 
experienced,  energetic,  creative  pub¬ 
lisher  for  full  charge  position.  Must  be 
well  versed  in  all  aspects  of  newspaper 
production,  including  4-color  printing, 
Mac  QuarkXPress,  Quickbooks,  postal/ 
free  circulation  distribution,  news  gather¬ 
ing,  sales. 

Quality,  hardworking,  small  staff  per¬ 
forms  well  but  needs  hands  on  direction. 
Publisher/Owner  is  retiring  but  will  be 
available  for  training  and  consultation. 
Salary  40’s.  Good  benefits.  Some  reloca¬ 
tion  assistance  available.  Send  resume 
to  VPA,  Box  150,  11006  Lakeridge 
Parkway,  Ashland,  VA  23005. 


ADVERTISING 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 

GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit: 

www.BrehmCommunications.com 


Growing  weekly  classified  publication 
with  a  30,000  circulation  in  sunny 
upstate  Florida  seeks  an  experienced  dis¬ 
play  advertising  sales  manager  to  lead 
sales  team.  Ideal  candidate  will  have  3- 
5  years  print  sales  management  experi¬ 
ence  with  strong  organizational  and 
motivational  skills.  A  proven  track  record 
of  developing  new  sales  ideas  and  pro¬ 
motions  a  major  plus.  We  offer  an 
excellent  compensation/benefits  package 
with  opportunity  to  become  an  owner/ 
operator.  Send  resume,  cover  letter,  and 
salary  history  to; 

Publisher 

209  No.  Magnolia  Drive 
Tallahassee  FL  32301 
Or  fax  to  850-656-4592 
NOVEMBER  6,  2000 


ADVERTISING 


DISPLAY  ADVERTISING  DIRECTOR 
The  Fresno  Bee,  Central  California’s  lead¬ 
ing  newspaper,  is  looking  for  an 
experienced  Display  Advertising  Director 
to  manage  the  sales  operation  and  the 
marketing  efforts  of  our  retail  and 
national  sales  teams,  including  niche  pro¬ 
ducts. 

This  position  also  oversees  the  revenue 
and  sales  staff  of  three  weeklies.  Those 
interested  should  have  strong  leadership, 
presentation  and  organization  skills  and 
the  ability  to  handle  multiple  projects 
and  deadlines.  Applicants  should  also 
have  three  to  five  years  newspaper  sales 
management  experience  with  a  proven 
track  record  of  increasing  sales  revenue 
with  existing  accounts  and  generating 
new  revenue  streams.  Please  send  a 
resume  and  cover  letter  to: 

The  Fresno  Bee 
Julie  Porter 

Human  Resources  Department 
1626  E  Street,  Fresno,  CA  93786 
resume@fresnobee.com 
An  Equal  Opportunity  Employer 


MAJOR  ACCOUNTS  MANAGER 
Contra  Costa  Newspapers  in  the  bay 
area  has  an  excellent  opportunity  for  a 
creative,  energetic,  revenue  driven  Man¬ 
ager  to  lead  our  very  talented  Major 
Accounts  department  for  our  five  award 
winning  dailies  and  six  weeklies,  com¬ 
bined  Sunday  circulation  of  200,000. 

The  successful  candidate  will  be  a  highly 
motivated  self-starter  who  possesses  a 
results  oriented  background,  a  proven 
sales  ability,  as  well  as  strong  project 
management  and  presentation  skills. 
Strong  analytical  and  finance  skills 
necessary.  Media  Sales  management 
experience  a  plus.  3-5  years  manage¬ 
ment  experience  required.  Successful 
candidate  will  have  existing  contacts 
with  national  and/or  California  based 
major  retailers. 

As  a  member  of  the  Knight  Ridder  fam¬ 
ily,  CCN  benefits  from  the  resources  of 
this  prestigious  national  communication 
company.  Knight  Ridder  offers  an 
excellent  compensation  package,  com¬ 
prehensive  benefits,  training  programs 
and  affiliation  with  its  34  other  dailies. 
Please  send  your  resume  and  salary  his¬ 
tory  to: 

Contra  Costa  Newspapers 
Human  Resources 
RO.  Box  5088 
Walnut  Creek,  CA  94596. 

Job#  MAM  Fax:  925-977-8444 
E-mail  :jobs@cctimes.com  EOE 


ADVERTISING  DIRECTOR 
The  Paris  News,  a  6-day,  12,000 
circulation  newspaper  located  in  North¬ 
east  Texas  is  looking  for  an  Advertising 
Director  with  prior  management  experi¬ 
ence  in  retail  and  classified  sales,  (ireat 
opportunity  in  growing  market. 

Excellent  salary,  benefits  package  and 
career.  E-mail;mgraxiola@aol.com  or 
send  your  resume  to: 

The  Paris  News 

RO.  Box  1078,  Paris,  TX  75461 
Attn:  MikeGraxiola 


ADVERTISING 


ADVERTISING/MARKETING  DIRECTOR 
Clarksburg  Publishing  Company,  a  well 
established  privately  owned  newspaper 
located  in  Northcentral  West  Virginia, 
has  a  need  for  a  Advertising/Marketing 
Director  to  coach  sales  representatives 
and  integrate  creative  marketing 
strategies.  This  position  is  part  of  a  team 
that  operates  an  18,000  combined  daily 
and  22,000  Sunday  newspaper  with 
other  products.  The  successful  individual 
will  possess  strong  organizational  skills, 
creative  revenue  generating  ideas  and  a 
proven  track  record  of  meeting  revenue 
goals.  Candidates  must  have  a  record  of 
creating  value  for  the  customer  and 
enabling  continuous  revenue  growth. 

We  offer  an  excellent  benefits  package 
including  major  medical,  short  and  long 
term  disability  and  401K  plan.  Please 
send  resume  and  cover  letter  including 
salary  to: 

Steve  Morris 

Clarksburg  Publishing  Company 
RO.  Box  2000 

Clarksburg,  WV  26302-2000 


CLASSIFIED  SALES  MANAGER 
Individual  to  manage  and  direct  three  out¬ 
side  three  inside  and  two  telemarketing 
reps. 

Responsible  for  daily  and  monthly  report¬ 
ing  of  revenue.  Develop  projects  that  will 
generate  revenue.  Develop  projects  that 
will  generate  revenue  to  meet  depart¬ 
ment  goals.  Institute  promotion  ideas  for 
both  classified  and  inside  sales  depart¬ 
ments.  Train  and  evaluate  sales  staff  on 
a  monthly  basis.  Working  knowledge  of 
Micro  Soft  Word  and  Excel  required. 
Baseview  Ad  Manager  Rro  knowledge 
helpful. 

We  offer  a  competitive  salary,  medical 
and  dental  benefits.  A  401(K)  plan  and 
paid  vacation.  If  you  think  we  need  to 
talk  to  you,  please  forward  your  resume 
to:  The  Meadville  Tribune,  947  Federal 
Court  Meadville,  PA  16335  or  e-mail  in 
Micro  Soft  Word  format  only  to: 

egaydos@toolcity.net 
Equal  Opportunity  Employer 


ADVERTISING  DIRECTOR 
Fed  up  with  “CORPORATE?”  Consider 
joining  us,  where  corporate  is  you. 

We  need  an  energetic  advertising 
director  to  lead  an  experienced  staff  at  a 
a  45,000  circulation  independent  daily 
in  Champaign-Urbana,  IL.,  one  of  the 
best  small  cities  in  the  Midwest-maybe 
the  world.  We’ve  got  small-town  atmo¬ 
sphere,  big-city  amenities  and  the  col¬ 
lege-town  flavor  created  by  the  Univer¬ 
sity  of  Illinois.  You’ll  have  a  10-minute 
commute  to  work,  and  it’s  only  a  couple 
of  hours  further  to  Chicago,  St.  Louis 
and  Indianapolis.  The  pay’s  OK,  and  we 
offer  all  the  standard  benefits-plus  fresh 
popped  popcorn  every  Friday.  If  you’re  a 
superb  strategist,  a  master  motivator 
and  a  fun  person  to  be  around,  you’ll  fit 
right  in  with  our  management  team. 
Send  resume,  salary  history  and 
references  to: 

John  R.  Foreman,  General  Manager 
The  News-Gazette 
RO.  Box  677 

Champaign,  IL  61824-0677 

www.editorandpublisher.com 


www.BrehrnCommuriications.com  I 
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ADVERTISING _ 

MEDIA  BUYER 
Buy  Into  This 
A  Career  With  NSA! 

Newspaper  Services  of  America  (NSA), 
the  largest  print  media  planning  and  buy¬ 
ing  agency  in  the  U.S.,  seeks  an  individ¬ 
ual  to  join  our  team  as  a: 

BUYER 

Responsibilites  include:  negotiating  con¬ 
tracts,  evaluating  current  and  potential 
print  media  vendors,  and  managing 
multiple  client  needs  to  attain  business 
goals. 

The  ideal  individual  will  have  3-5  years 
experience,  preferably  in  an  ad  agency 
environment,  demonstrated  negotiation 
skills,  and  strong  interpersonal  skills. 
The  ability  to  understand  the  analysis 
process,  and  plan  and  organize  to  com¬ 
plete  ongoing  contract  negotiations  in  a 
timely  manner  is  essential. 

We  offer  a  competitive  salary  and  bene¬ 
fits  including  401{k),  medical,  dental, 
life  and  stock  options,  as  well  as  a 
casual  dress  and  smoke-free  work 
environment.  Send  your  resume  along 
with  salary  requirements  to: 

NSA 

3025  Highland  Pkwy,.  Suite  600 
Downers  Grove,  IL  60515 
Fax:  (630)  435-5821 
E-mail:  hr@nsamedla.com 
Equal  Opportunity  Employer 
NSA 

www.nsamedia.com 


SALES  MANAGER /ENTREPRENEUR 
Incredible  adventure  for  entrepreneurs 
and  sales  sharks  looking  for  fantastic 
career  opportunity.  Bigfoot  Media,  pub¬ 
lisher  of  the  Berkeley  Daily  Planet  &  San 
Mateo  Daily  Journal,  is  looking  for  high- 
energy  Sales  Managers  to  build  and  lead 
teams  at  small,  start-up  California  daily 
newspapers.  Absolutely  must  love  sales 
and  entrepreneurship!  Competitive  com¬ 
pensation  +  stock  options  for  aggressive 
leaders  (we  are  venture  capital-backed). 
Not  for  the  faint-hearted:  strong,  entre¬ 
preneurial  work  ethic  required!  E-mail 
cover  letter,  resume,  salary  history: 
hr@berkeleydailyplanet.net;  or 
Fax:  (510)  841-5695 


The  Ironton  Tribune,  a  five-day  daily  and 
Sunday,  in  Ironton,  Ohio,  is  looking  for 
an  experienced  advertising  manager.  The 
ideal  candidate  will  have  at  least  three 
years  experience  in  advertising  sales  plus 
at  least  two  years  in  a  management  posi¬ 
tion.  The  right  candidate  will  have  a 
record  of  growing  advertising  sales  in 
spite  of  economic  downturns.  He/she 
will  understand  the  difference  between 
selling  ads  and  idea  selling.  He/she  will 
understand  that  today’s  advertisers  want 
advertising  partners,  not  someone  to 
stop  by  occasionally  and  pick  up  ads.  If 
you  have  the  experience  and  understand 
what  we’re  looking  for,  please  send  your 
resume  to: 

Bob  Jodon,  Publisher  &  Editor 
The  Ironton  Tribune,  PO  Box  647, 
Ironton,  OH  45638  or  send  an  email  to 
bob.jodon@irontontribune.com. 
www.editorandpubllsher.com 


ADVERTISING 


DISPLAY  ADVERTISING  DIRECTOR 
Madison  Newspapers,  Inc.,  publisher  of 
the  Wisconsin  State  Journal  an  The  Cap¬ 
ital  Times,  is  searching  for  a  seasoned 
Display  Advertising  Director. 

This  experienced  advertising  manager 
will  be  responsible  for  the  leadership 
and  direction  of  the  advertising  sales  and 
support  staff  to  achieve  revenue  goals. 
The  emphasis  will  be  two-fold. 

1)  Develop  plans  and  strategic  direction 
for  the  retail  and  classified  display 
advertising  department,  including  re¬ 
venue  and  expense  budgeting  and 

2)  Create  a  shared  vision  that  is 
primarily  focused  on  obtaining  sales 
goals.  As  a  member  of  the  managing 
team,  this  position  will  be  a  strategic 
partner  in  identifying  and  developing 
strategies  to  further  the  organization’s 
goals  and  addressing  and  meeting  the 
needs  of  our  customers. 

Minimum  requirements  include  a  bache¬ 
lor’s  degree  in  marketing,  management, 
journalism,  business  or  related  field,  or 
the  equivalent  in  experience,  and  five 
years  print  media  management  experi¬ 
ence  with  at  least  three  years  in  sales 
management  experience.  The  ideal  can¬ 
didate  will  possess  strong  leadership  and 
management  skills,  excellent  inter¬ 
personal,  organizational  and  problem 
solving  skills,  the  ability  to  develops  a 
cohesive  team  and  the  ability  to  develop 
and  apply  creative  solutions  to  problems. 
Additionally,  this  position  requires  a  pro¬ 
ven  ability  in  making  sound  decisions, 
leading  and  motivating  a  large  staff, 
developing  and  maintaining  relationships 
with  customers,  and  demonstrated  expe¬ 
rience  with  planning  and  budgeting. 

For  prompt  consideration,  please  send 
cover  letter  and  resume  by  Nov.  17, 
2000  to: 

Madison  Newspapers,  Inc. 
Attention:  Human  Resources 
1901  Fish  Hatchery  Road 
Madison,  Wl  53708 
Fax:  (608)  252-6082 
E-mail:jobs@madison.com 
AFFIRMATIVE  ACTION/EQUAL 
OPPORTUNITY  EMPLOYER 


ADVERTISING  SALES  MANAGER 
The  Town  Talk  in  Alexandria,  Louisiana 
has  an  opening  for  an  Advertising  Sales 
Manager.  Oversees  day-to-day  opera¬ 
tions  of  the  advertising  department. 
Responsible  for  developing  new  sales 
ideas  and  strategies  to  increase  linage 
and  revenue.  Sets  plans  and  monitors 
progress  of  special  sections  and  pro¬ 
ducts,  assists  Retail  Advertising  Director 
in  setting  goals  and  objectives  tor  the 
department.  Must  have  at  least  two 
years  sales  management  experience  in 
either  retail  or  classified.  Send  resume 
with  cover  letter  to: 

Joy  Williford, 

The  Town  Talk 

RO.  Box  7558,  Alexandria,  LA  71306 
or  Email  to:personnel@thetowntalk.com. 


“Facing  the  prcs.s  i.s  more  difTicult  than 
bathing  a  leixtr." 

-Mother  Teresa,  missionary,  1990 


ADVER'nSING 


ADVERTISING  SALES  MANAGER 
Executive  with  a  proven  track  record  of 
sales,  leadership  and  results  .Applicants 
should  have  a  good  understanding  of  all 
segments  of  advertising.  Customer  focus 
is  critical;  applicants  should  like  to  be  in 
the  field  interacting  with  the  sales  team 
and  advertisers.  Understanding  the 
competition  and  assuring  the  unit’s 
ability  to  compete  are  high  priorities. 
Responsibilities  include  the  development 
of  programs  in  revenue  generating  areas 
and  increasing  market  share. 

Five  years  experience  in  advertising  sales 
or  management  and  a  college  degree  is 
preferred.  If  you  are  interested  in  joining 
a  very  committed  team  of  professionals 
and  pursuing  the  exciting  opportunities 
and  great  benefits  that  exist  today, 
please  send  a  cover  letter,  salary  require¬ 
ments  and  resume  tO: 

Human  Resources 
The  Abilene  Reporter-News 
RO.  Box  30,  Abilene,  TX  79604 
E-mail:carterr@abinews.com 
Fax:  (915)  670  5270 
We’re  an  equal  opportunity  employer. 


SALES  MANAGER 

Growing,  independent,  weekly  agri¬ 
culture  newspaper  seeks  leader  and  bot¬ 
tom-line  contributor.  Hard  work, 
personal  selling  and  superb  management 
of  3  sales  reps  could  lead  to  part 
ownership.  Need  ability  to  make  a  long¬ 
term  commitment;  proven  advertising 
sales  track  record;  Hard  work  ethic  and 
ambition.  Mail  or  E-mail  letter  selling 
yourself  followed  by  your  resume.  Tell 
why  you  would  deserve  to  own  part  of 
our  company.  Send  to: 

Publisher,  300  South  7th  Street 
Rocky  Ford,  CO.  81067 
Or  E-mail  to:  prptolemy@ria.net. 


ART/EDITORIAL 


TEAM  LEADER/DESIGN 
This  presentation  team  leader  serves  as 
the  director  of  all  Tampa  Tribune  design 
style,  working  with  key  managers  to 
establish  the  newspaper’s  design  philos¬ 
ophy  and  to  ensure  it  is  carried  out  each 
day,  across  all  news  sections.  The  team 
leader  for  design  supervises  the  design 
division  of  the  Universal  desk  — 
coaching,  mentoring,  critiquing,  raising 
standards,  helping  with  recruiting  and 
training,  leading  and  enforcing  maestro 
sessions  and  developing  stronger  rela¬ 
tionships  between  the  primary  editors 
and  designers.  Send  cover  letter  and 
resume  to: 

Senior  Editor  Pat  Mitchell  at 

omitchell@tampatrib.com. 


CIRCULAnON 


CENTRAL  FLORIDA  DAILY  with  shop¬ 
pers  seeks  experienced  circulation 
director.  Reply:  News  Chief,  RO.  Box 
1440,  Winter  Haven,  FL  33882 
or  email:  publisher@newschief.com 
NOVEMBER  6,  2000 


CIRCULA'nON 


ARE  YOU  A  motivated  individual  possess¬ 
ing  a  professional  attitude  seeking  a 
career  with  potential?  The  Ogden  News¬ 
papers  is  looking  for  good  people  to  fill 
current  positions  at  our  36  daily  news¬ 
papers.  Checkout  our  Career 
Opportunities  page  at 
wwwogdennews.com/opportunities 
FEATURE  OPPORTUNITIES 
CIRCULATION 

A  12,000  circulation  daily  in  Central 
Iowa  is  seeking  a  Circulation  Manager 
with  excellent  marketing  skills  and  a  com¬ 
mitment  to  giving  our  subscribers  superb 
service.  Come  join  a  great  company  with 
excellent  advancement  opportunities. 
We  offer  a  very  competitive  salary  and  a 
comprehensive  benefit  package,  includ¬ 
ing  401 K  Plan,  Please  send  a  cover  let¬ 
ter,  resume  and  salary  history  to: 

MikeSchlesinger,  Publisher 
Times  Republican 
PO.  Box  100 

Marshalltown,  lA  50158  or  email: 
trpub@timesrepublican.com 


CIRCULATION  MANAGER 
The  Monroe  Times  is  seeking  an 
energetic,  responsible  individual  to  join 
our  team!! 

Responsibilities  include  supervision  of  all 
circulation  staff  and  independent  con¬ 
tractors,  customer  relations  and  increas¬ 
ing  circulation.  The  Times  is  a  6,200 
circulation  daily  located  in  southwest 
Wisconsin.  Ideal  candidate  will  have: 

•  Good  communication  skills 

•  Ability  to  work  in  a  fast-paced  environ¬ 
ment 

•  Strong  sales  aptitude 

•  Bachelor’s  or  Associate  degree  and 
newspaper  experience 

•  Valid  drivers’  license  and  good  driving 
record 

This  is  a  full-time  position  offering  bene¬ 
fits  including  health,  dental  and  life 
insurance,  flexible  spending  accounts, 
paid  vacation,  401(k)  and  profit  sharing 
and  a  competitive  salary  with  bonus 
incentives. 

If  interested,  please  send  resume  and 
salary  requirements  by  Nov.  lOth  to: 

Monroe  Times 
c/o  Jenny  Revels 
RO  Box  5001 
Janesville,  Wl  53545 
EOE 


CIRCULATION  DIRECTOR 
Growing  upstate  New  York  newspaper 
company,  including  daily  and  weekly 
newspapers,  needs  creative,  high  energy 
leader  to  grow  newspaper  subscriptions. 
Excellent  salary  and  benefit  package. 
Great  Working  Environmert  in  beautiful 
Finger  Lakes  region.  If  yoj  are  looking 
for  an  opportunity  to  show  your  poten¬ 
tial,  we  have  an  exciting,  challenging, 
and  rewarding  position  for  you. 

Fax  resume  to  716-394-1675 
Call  (716)  394-0770  ext.  279 
10:00  a.m. -4:00  p.m. 


EDITOR& PUBLISHER  CLASSIFIEDS  C5 


Phone:1-888-825-9149  -  CLASSIFIED  ADVEDTISIND  ~  Fax :  (646)  654-5312 

770  Broadway,  7th  Floor,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED-  - 


CIRCULATION 


CIRCULATION  DIRECTOR 
Northeast  Arkansas'  regional  newspaper, 
The  Jonesboro  Sun,  is  seeking  a 
qualified  circulation  director  to  manage 
and  grow  its  28,000  circulation  base.  5 
years  circulation  management  experi¬ 
ence  necessary  with  a  successful  history 
of  circulation  growth.  Staff  of  22 
dedicated  employees  is  looking  for  a 
leader  to  seize  terrific  market  op¬ 
portunity. 

Excellent  salary,  benefits,  and  op¬ 
portunity  for  advancement  within  Paxton 
Media  Group.  Send  resume  with  cover 
letter  to: 

David  Mosesso 
The  Jonesboro  Sun 
518  Carson,  Jonesboro,  AR  72401 
Email  to:dmosesso@jonesborosun.com. 


CIRCULATION  DIRECTOR 
The  Butler  Eagle  located  in  Western  Pen¬ 
nsylvania  is  recruiting  a  Circulation 
Director  for  our  30,000  circulation  daily. 
Great  opportunity  to  leave  the  group 
ownership  world  and  operate  more  freely 
at  our  family-owned  company.  Circula¬ 
tion  Director  oversees  operation  of  12 
full  time  personnel  and  dozens  of  part- 
time.  Staff  needs  strong  leader  who  is 
determined  to  sell  everyone  in  the 
market  and  to  give  those  subscribers 
award-winning  service. 

We  offer  competitive  salary,  excellent 
benefits,  401(k)  program  and  a  great 
place  to  live  and  work.  Send  resumes  to: 

Ron  Vodenichar,  c/o  Butler  Eagle 

RO.  Box271,  Butler,  PA  16003 


EDITORIAl. 


ASSISTANT  CITY  EDITOR 
Opening  for  a  morning  editor  who  han¬ 
dles  deadline  copy  for  that  day’s  edition, 
as  well  as  advance  copy.  Helps 
supervise  the  news-gathering  operation 
for  a  six-day  PM  with  40,000  circulation 
in  growing  and  dynamic  Tucson,  Ari¬ 
zona.  Minimum  five  years  experience  in 
an  editing  or  writing  job.  Competitive 
pay  and  benefits.  Send  resume,  cover  let¬ 
ter  and  three  examples  of  your  work  tO: 
Michael  A.  Chihak 
Tucson  Citizen,  Box  26767 
Tucson,  AZ  85726 
Emai  I :  jobs@tucsoncitizen  .com 
www.tucsoncitizen.com 


SPORTS  COPYEDITOR 
New  Orleans  Times-Picayune,  the  city’s 
Pulitzer  Prize  winning  daily  newspaper 
(272,000  and  305,000)  is  looking  for  a 
sports  copy  editor.  Applicants  must  have 
at  least  three  years  of  experience  and  be 
able  to  edit  copy  as  well  as  complete 
page  layouts.  Knowledge  of  Harris 
pagination  and  Newsmaker  editorial 
systems  a  plus.  Come  join  us  in  one  of 
the  country’s  most  fascinating  cities. 
Send  resumes  and  portfolios  to: 

Steve  Rocca,  Sports  Editor 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  70125 
An  Equal  Opportunity  Employer  M/F 


EDITORIAL 


ASSISTANT  FEATURES  EDITOR 
The  Fresno  Bee,  Central  California’s  lead¬ 
ing  newspaper,  is  looking  for  an 
energetic  innovative  Assistant  Features 
Editor  to  help  shape  the  character  and 
direction  of  all  features  sections.  Those 
interested  should  have  strong  work¬ 
editing  skills,  excellent  news  judgment, 
the  ability  to  motivate  a  creative  staff 
and  the  ability  to  inspire  good  writing 
and  good  ideas. 

Applicants  should  also  have  strong  vis¬ 
ual  and  organizational  skills  as  well  as 
previous  experience  in  news  or  features 
at  a  daily  newspaper.  Please  send  a 
resume,  cover  letter  and  samples  of  your 
work  to: 

The  Fresno  Bee 
Julie  Porter 

Human  Resources  Department 
1626  E  Street,  Fresno,  CA  93786 
resumetSfresnobee.com 
An  Equal  Opportunity  Employer 


Are  YOU  A  motivated  individual  possess¬ 
ing  a  professional  attitude  seeking  a 
career  with  potential?  The  Ogden  News¬ 
papers  is  looking  for  good  people  to  fill 
current  positions  at  our  36  daily  news¬ 
papers.  Checkout  our  Career  Opportunity 
page  at 

www.ogdennews.com/opportunities 
FEATURE  OPPORTUNITIES 
EDITORIAL 

The  Messenger  in  Fort  Dodge,  lA,  is  look¬ 
ing  for  a  versatile,  responsible  person  to 
help  strengthen  our  sports  staff.  Solid 
writing  and  organizational  skills  and 
knowledge  of  page  layout  with  QuarkX¬ 
Press  required.  Send  resume,  references 
and  salary  requirements  to: 

Joseph  Dill,  Editor 
The  Messenger 
713  Central  Avenue 
Fort  Dodge,  lA  50501  or  email: 
ed  itor@messengernews.  net 


BRING  THE  IVORY  TOWERS  TO  LIFE 
The  Lexington  Herald-Leader  is  looking 
for  a  higher  education  reporter  to  join 
our  award-winning  education  team.  The 
higher  ed  writer  covers  a  statewide  beat, 
with  special  focus  on  the  University  Ken¬ 
tucky,  the  state’s  flagship  school.  Appli¬ 
cants  should  demonstrate  the  ability  to 
connect  policies  to  people,  the  tenacity 
to  dig  beneath  the  press  release  and  the 
enthusiasm  for  and  commitment  to  work¬ 
ing  in  a  team  environment.  Knowledge/ 
prior  experience  of  higher  education  pre¬ 
ferred,  though  not  a  must.  If  you’re 
interested  in  tackling  one  of  our  highest- 
profile  jobs,  please  send  10-12  clips, 
resume,  story  ideas  and  cover  letter  to: 

Liz  Petros 

Associate  Editor/Recruitment  Development 
100  Midland  Ave,  Lexington,  KY  40508 
or  email  IpetrosiSherald-leader.com 
The  Herald  is  a  120,000-daily,  160,000- 
Sunday  Knight  Bidder  daily  Ixated  in  Lexington, 
the  heart  of  Central  Kentucky.  EOE  M/F 


EDITOR  FOR  2  TIME  weekly  in  central  Florida 
must  have  experience  in  all  phases  of 
editorial,  inc.  quark,  photoshop  and 
pagination  fax  resume  to:  (352)  394-8001 


EDITORIAL 


COPY  EDITOR  —  Come  to  one  of  Amer¬ 
ica’s  most  beautiful  places  —  Hilton 
Head  Island.  The  Island  Packet,  a 
McClatchy-owned  daily,  is  seeking  a 
copy  editor.  We’re  interested  in  candi¬ 
dates  who  can  aggressively  handle  copy, 
spot  holes  and  inconsistencies  in  stories, 
write  headlines  that  are  clear  and  crisp 
and  design  pages  creatively.  Knowledge 
of  QuarkXPress  is  a  plus.  The  McClatchy 
Co.,  one  of  the  country's  distinguished 
newspaper  groups,  emphasizes  higti 
journalistic  standards.  Other  papers  in 
the  group  include  The  Sacramento  Bee, 
The  Raleigh  News  &  Observer  and  The 
Minneapolis  Star  Tribune. 

Send  cover  letter  and  resume  tO: 

Fitz  McAden,  Executive  Editor 
The  Island  Packet 
RO.  Box  5727 

Hilton  Head  Island,  SC  29938 
Fax:  (843)  706-3070 
E-mail:  fmcaden@islandpacket.com 


COPY  EDITOR-NEWS  DESK 
The  Wisconsin  State  Journal,  with  a 
90,000  daily  and  160,000  Sunday 
circulation,  seeks  a  copy  editor  to  design 
and  paginate  pages  on  the  Harris  com¬ 
puter  system,  edit  news  copy,  write 
headlines,  monitor  news  wires  and 
occasionally  substitute  for  wire  editor. 
This  effective  team  player  will  work 
under  time  constraints  inherent  to  the 
job  while  striving  to  maintain  and 
improve  overall  accuracy,  content,  style 
and  appearance  of  the  Wisconsin  State 
Journal. 

Minimum  requirements  include  two 
years  experience  on  a  daily  paper  and  a 
Bachelor’s  degree  in  Journalism  or 
equivalent,  or  the  equivalent  in  experi¬ 
ence.  The  ideal  candidate  will  have  solid 
knowledge  of  grammar,  English,  AP 
style,  computer  programs,  current 
events,  principles  of  design  and  libel 
law,  possess  strong  writing  skills  and  the 
ability  to  edit  copy  quickly,  skillfully  and 
accurately  under  deadline  pressure. 

Send  a  resume,  cover  letter,  and  design 
and  headline  samples  by  Nov.  15,  2000 
tO: 

Wisconsin  State  Journal 
Robert  Zizzo,  HRES 
1901  Fish  Hatchery  Road 
RO.  Box  8056  Madison,  Wl  53708 
Fax:  (608)252-6082 
E-mail  :jobs@madison. com 
AFFIRMATIVE  ACTION/EQUAL 
OPPORTUNITY  EMPLOYER 


COPY  EDITOR/PAGE  DESIGNER 
The  News-Journal,  Daytona  Beach,  FL 
(100,000  daily,  120,000  Sunday) 
needs  a  copy  editor/page  designer  to  join 
our  desk  —  and  enjoy  our  beautiful 
beach  and  weather.  Prefer  2-3  years 
experience  at  a  daily  with  an  apprecia¬ 
tion  of  deadlines  and  zoning.  Pagination 
skills  a  plus.  Contact: 

Troy  Moore,  Managing  Editor/News 
News-Journal  Corporation 
901  Sixth  Street 
Daytona  Beach,  FL  32120 
(904)252-1511  ext.  2533 
E-mail:  troy.moore@news-jrnLcom 


EDITORIAL 


COPY  EDITOR 

Are  you  good  enough  to  work  for  a 
newspaper  delivered  around  the  world? 
If  so,  we’re  looking  for  you!  European 
and  Pacific  Stars  and  Stripes,  the  daily 
independent  newspaper  published  for 
the  U.S.  military  overseas,  seek  a  copy 
editor  to  join  a  dynamic,  creative  team 
at  our  central  office  in  the  National  Press 
Building  in  Washington  DC.  We  will  hire 
a  person  who  can  meticulously  edit  wire 
and  staff  copy;  spot  holes  in  stories; 
write  headlines  with  flair;  paginate;  and 
bring  energetic,  original  thinking  to  the 
table.  Knowledge  of  the  military  is  a 
plus.  Passion  for  journalism  a  must! 
Salary  range  is  $35,000  to  $50,000. 
Tell  us  about  yourself  in  a  letter  and 
send  along  a  resume  to: 

Stars  and  Strips,  Suite  350 
National  Press  Building 
529  14th  Street.  NW 
Washington,  DC  20045 
Attn:  Sylvia  Webb  Human  Resources 
email  to:  jobs@stripes.osd.mil 
No  phone  calls,  please 
Stars  and  Stripes  is  an 
Equal  Opportunity  Employer 


COPY  EDITOR 

Can  you  write  headlines  that  sing?  Edit 
copy  tightly?  Mid-size  Western  Pen¬ 
nsylvania  daily  seeks  experienced  editor 
to  handle  local  and  wire  copy  on  a  six- 
person  friendly,  talented  desk.  Send 
resume,  clips  tO: 

Box  01392,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


COPY  EDITOR 

Full  time  copy  editor  needed  for 
universal  desk  at  17,000  circulation 
morning  daily  in  Pocatello.  Degree  in 
journalism  or  English,  one  year  or  more 
newsroom  experience  preferred.  We’re 
seeking  someone  with  solid  editing  skills 
who  can  work  as  a  team  member  with 
editors  and  writers.  Send  cover  letter, 
with  salary  history,  and  resume,  clips  to: 
Steve  Miller,  Managing  Editor 
Idaho  State  Journal 
RO.  Box  431 
Rocatello,  ID  83204 
Orto:  smiller@journalnet.com 


COPY  EDITOR 

The  Herald-Sun,  55,000  AM  daily  in 
Durham,  NC,  is  looking  for  a  copy  editor 
to  work  on  our  PC  QuarkXPress  pagina¬ 
tion  system.  Rim,  slot,  design,  Web 
opportunities  offered,  depending  on 
skills  and  interests.  E-mail  or  mail 
resumes  and  work  samples  to: 

bad@herald-sun.com 
Brooks  Dareff,  The  Herald-Sun 
RO.  Box  2092,  Durham,  NC  27702 


Copy  Editor,  U.S.  National  Desk  (New 
York)  Selects,  edits  copy  for  AP’s 
national  news  report.  Works  with  writers 
in  the  field  to  develop  stories.  Writes 
roundups  on  a  variety  of  subjects.  Must 
have  five  years’  full-time  reporting  or  edit¬ 
ing  experience  —  spot  and  enterprise  — 
at  a  daily  newspaper.  Send  resume, 
clips  to  apjobs@ap.org  or  50  Rockefeller 
Plaza,  NY  NY  10020.  EEO. 


C6 
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EDITORIAL 

Are  you  world-class?  Then  European  and 
Pacific  Stars  and  Stripes  wants  YOU! 

Put  your  creative  talents  to  use  as  an 
Assistant  Managing  Editor  for  photo/ 
graphics  at  the  European-Pacific  Stars 
and  Stripes,  the  historical  daily  newspa¬ 
per  whose  primary  audience  is  service 
members  stationed  overseas.  We’re  on 
the  front  lines  with  the  troops  in  Korea, 
Kosovo,  Bosnia  and  wherever  else  his¬ 
tory  is  happening.  We’re  there  as  they 
carry  out  their  day-to-day  mission  at 
bases  throughout  Europe  and  Asia.  The 
community"  we  cover  is  huge  —  and 
exciting. 

The  AME  for  photo/graphics  supervises  a 
small  staff  that  produces  the  graphics 
and  illustrations  for  the  tabloid  daily 
newspaper  and  the  six  staff-produced 
weekly  magazines. 

The  position  requires  a  proven  leader,  a 
teacher,  a  coach,  a  mentor;  someone 
who  can  supervise  and  develop  employ¬ 
ees;  someone  who  understands  plan¬ 
ning,  production  and  teamwork.  Your 
experience  will  reflect  this. 

Our  office  is  located  in  the  prestigious 
National  Press  Building  in  Washington, 
D.C.,  just  a  tew  blocks  from  the  White 
House. 

Because  Stars  and  Stripes  falls  under 
the  Department  of  Defense,  our  employ¬ 
ees  enjoy  generous  federal  benefits. 
Overseas  travel  is  part  of  the  job.  Salary 
range  is  $45,000  to  $55,000  annually. 
Apply  with  clips,  photocopies  or  jpegs. 
Submit  a  detailed  resume  to: 

European  and  Pacific  Stars  and  Stripes 
Attn:  Personnel  Office 
529  14th  Street  N.W.,  Suite  350, 
Washington,  D.C.,  20045;  or  fax  at 
(202)  782-0547;  or  email  in  ASCII  text 
or  MSWord  format  to  jobs@stripes.osd.mil. 


BUSINESS  NEWS  REPORTERS 
The  Virginian-Pilot  seeks  two  aggressive, 
enterprising  reporters  for  its  Business 
Team.  The  openings  are  for  a  retail 
reporter  and  a  manufacturing/energy 
reporter.  The  Pilot,  a  200,000- 
circulation  daily  based  in  Norfolk,  covers 
southeastern  Virginia  and  northeastern 
North  Carolina.  Send  letter,  resume, 
clips  and  references  to; 

Carl  Fincke,  Editor,  The  Virginian-Pilot 
150  W.  Brambleton  Avenue 
Norfolk,  VA  23510 
E-mail:  cfincke@pilotonline.com 


COPY  CHIEF/PRODUCTION  EDITOR 
Major  financial  website  seeks  experi¬ 
enced  copy  editor  with  Web  publishing 
experience.  Must  have  solid  copy-editing 
skills  and  ability  to  supervise  a  staff  of 
full  and  part-time  editor/producers.  Web 
publishing  experience  a  must.  Com¬ 
petitive  salary  and  benefits.  Fax  resume: 

(201)346-5898 


CORRESPONDENTS 
Asian  and  European  correspondents  for 
fastener  (screws,bolts, nuts, rivets)  indus¬ 
try  newsletter.  Develop  news  coverage 
for  entire  continent.  Part-time.E-mail 
to :  ed  i  tor@fastenerne  ws .  com 


COME  GROW  WITH  US! 

If  you’re  a  page  designer,  assistant  city 
editor,  government  reporter  or  photo¬ 
grapher  looking  for  a  newsroom  that 
doesn’t  just  cook  —  it  sizzles  —  then  the 
News  &  Record  in  Greensboro  is  your 
next  career  stop.  Our  100,000  daily, 
between  North  Carolina’s  beaches  and 
mountains,  enjoys  a  national  reputation 
for  growing  top  journalists.  As  News  & 
Record  travel  editor  Lydian  Bernhardt 
says,  “The  company  offers  the  most 
extensive  collection  of  on-site  pro¬ 
fessional-development  opportunities  I’ve 
ever  heard  of.”  We’ve  added  33 
newsroom  positions  in  the  last  year,  and 
we’re  still  looking  for  talented  designers 
to  craft  fronts  in  news  and  sports,  savvy 
assistant  city  editors  to  develop  teams  of 
5-6  reporters,  and  seasoned  government 
reporters  to  cover  politics  and  City  Hall. 
We  also  seek  an  accomplished  photo¬ 
journalist.  If  you  have  2  years  of  daily 
experience,  please  send  resume  and 
work  samples  to: 

Ed  Williams,  Recruitment  Coordinator 
The  News  &  Record 

RO.  Box  20848,  Greensboro,  NC  27420 
WWW. news-record  com/company/ 


COMMUNITY  EDITOR 
&  PHOTOGRAPHER 

The  Northwest  Herald,  a  37,000  circula¬ 
tion  newspaper  named  best  mid-sized 
daily  in  Illinois  five  times  since  1994, 
has  2  openings. 

Community  Editor 

Supervise  four  reporters  and  oversee  our 
McHenry  news  bureau.  Excellent 
opportunity  to  join  management  at  a 
progressive  paper  in  a  competitive 
market.  Experience  in  editing,  reporting 
and  supervision  important. 

Photographer 

Need  shooter  for  5-person  staff.  We 
shoot  it  all  -  high  school  sports  to  pros, 
community  news  to  major  regional.  One 
year  of  experience  or  equivalent 
as  a  staff  photog. 

To  apply,  send  resume,  letter  and  work 
samples  to; 

Northwest  Herald 

PO  250,  Crystal  Lake,  II  60039-0250 
Attn:  Cliff  Ward. 


COPY  EDITOR/DESIGNER 
Can  you  write  snappy  headlines,  edit 
copy  until  it’s  clean  and  design  "wow" 
pages?  Do  you  enjoy  paginating,  picking 
your  own  art  and  seeing  a  page  through 
the  process  from  story  editing  to  proof¬ 
ing?  Then  we’re  looking  for  you.  The 
Beaver  County  Times  is  an  award¬ 
winning  Monday  -  Friday  and  Sunday 
AM  in  suburban  Pittsburgh.  If  you’d  like 
to  join  us,  send  a  cover  letter,  resume 
and  design  clips  to: 

Jim  Pane,  Beaver  County  Times 
400  Fair  Ave.,  Beaver,  PA  15009 


EDITOR/REPORTER  WANTED  by  a  New 
Jersey  based  (between  Princeton  & 
Trenton)  commercial  real  estate  trade 
journal  must  have  good  writing  &  phone 
skills  good  salary,  full  benefits  (401 K 
medical,  vacation,  dental,  etc)  for  a 
causal,  smoking  office. 

Call  Ann  (609)587-6200 


Are  you  in  the  jpack, 
or  ahead  of  it? 

while  the  national 
press  corps  was 
worshipping  at  John 
McCain’s  altar, 
Phoenix  New  Times 
Staff  Writer  Amy 
Silverman  was 
outside  nailing  his 
record  to  the 
churchouse  door. 

Her  groundbreaking 
political  coverage 
of  Arizona’s  favorite  son  is  just  one  reason 
Silverman  was  named  the  state’s  best  journalist 
in  1999  by  the  Arizona  Press  Club. 

That  makes  six  years  in  a  row  that  Arizona’s 
highest  journalism  honor  has  gone  to  a  writer 
from  New  Times. 

With  12  newspapers  and  more  than  a  million 
readers,  New  Times  Inc.  is  the  nation’s  largest 
and  fastest-growing  publisher  of  alternative 
newsweeklies.  We  are  always  looking  for  talented 
writers  and  editors  to  join  our  award-winning  staffs. 


NewTimes 

Phoenix  New  Times  •  San  Francisco  Weekly  • 
Los  Angeles  New  Times  •  Dallas  Observer  •  Houston 
Press  •  Denver  Westword  •  Miami  New  Times  • 
Broward  New  Times  •  Cleveland  Scene  •  Kansas  City 
Pitch  Weekly  •  St.  Louis  Riverfront  Times  •  FW  Weekly 
THE  BETTER  ALTERNATIVE  TO  DAILY  JOURNALISM 


You  can  browse  our  journalism,  and  job  opportunities,  online  at; 

www.newtimes.com  . 
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_ EDITORIAL _ 

COPY  EDITORS 

Did  you  put  on  a  coat  today?  Forget  the 
galoshes!  Quit  shoveling  snow!  Plow 
your  energies  into  a  copy  editing  career 
with  a  thriving  newspaper  in  a  warm 
climate  instead. 

The  Ventura  County  Star  is  a  100,000+ 
circulation  daily  in  Southern  California 
with  six  community  editions.  We  have 
openings  for  experienced  copy  editors 
who  welcome  the  opportunity  to  work  in 
a  competitive  atmosphere  and  live  near 
the  beach. 

Bring  your  passion  for  language  and 
experience  in  design  to  a  copy  desk 
where  you’ll  be  challenged  and 
appreciated.  Disdain  for  the  ordinary  and 
acerbic  wit  a  plus.  Excellent  benefits. 
Send  resumes  to: 

Human  Resources 
Ventura  County  Star 
RO.  Box  6711,  Ventura,  CA  93006 
Check  out  the  Star’s  Web  page  at 
www.lnsideVC.com. 


EDITOR/INSTRUCTOR  FOR  Legislative 
Gazette,  the  weekly  newspaper  covering 
state  government  in  Albany,  New  York, 
the  state  capitol.  A  project  of  SUNY  New 
Paltz.  Reporting  to  the  Executive  Pub¬ 
lisher,  is  responsible  for  editorial  duties 
and  direction  of  student  journalism 
interns  in  one  of  the  leading  full-time, 
state-based  journalism  internship  pro¬ 
grams  in  the  nation.  Duties  include 
occasional  presentations/interaction  with 
faculty  and  students  on  the  college 
campus  in  New  Paltz,  New  York  in  sup¬ 
port  of  the  program.  Qualifications:  At 
least  five  years  full-time  experience  in 
editing  a  daily  or  weekly  newspaper. 
Masters  degree  preferred.  Equivalent 
experience  considered.  Send  resume  and 
supporting  materials,  including  evidence 
of  editorial  experience,  tO: 

Dr.  Alan  Charlock,  WAMC 
318  Central  Avenue 
Albany,  New  York  12206 
SUNY  New  Paltz  is  an 
AA/EOE/ADA  Employer 


EDITOR 

Editor  needed.  Join  a  group  of  com¬ 
munity  newspapers  in  Northeastern 
Ohio.  Good  staff  needs  a  coach  and 
leader.  If  you  are  a  hands-on  editor  that 
wants  to  join  a  good  group  and  make  it 
better,  we  want  to  talk  to  you.  Reply  in 
confidence  to: 

Box  01390,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


EDITORS/REPORTERS 
Award-winning  58,000  New  England 
AM  daily  looking  for  copy  editors  with 
design/pagination  skills  for  section  fronts 
and  topic  pages.  Also  invite  resumes 
from  reporters  ready  for  challenge  of 
working  for  larger  paper.  Opportunity  for 
enterprise,  in-depth  reporting  and  daily 
coverage.  Samples,  resumes  tO: 

Bob  Veillette,  Managing  Editor 
Waterbury  Republican-American 
389  Meadow  Street,  Waterbury,  CT  06722 
Or  Fax  to:  (203)596-9277 


_ EDITORIAL _ 

EDITORS/REPORTERS/COPY  EDITORS 
The  Monitor,  a  prize-winning,  fast¬ 
growing  daily  in  South  Texas,  is  looking 
for  editors,  reporters  and  copy  editors 
with  excellent  people  skills,  enthusiasm 
and  a  willingness  to  accept  challenges. 
We  are  looking  for  a  Metro  editor  to  set 
the  tempo  of  the  newsroom,  a  features 
editor  to  take  us  to  a  higher  level  and  a 
copy  chief  to  make  us  look  good  using  a 
Quark-based  system. 

The  reporting  positions  require  a  certain 
writing  ability  and  aggressive  digging. 
We  are  in  an  area  of  tremendous  news 
and  the  opportunities  are  endless  for  the 
right  people.  Candidates  for  all  positions 
must  possess  the  highest  journalistic 
standards.  Reply  to: 

Managing  Editor,  Paul  Binz 
The  Monitor 

RO.  Box  760,  Me  Allen,  Texas  78505. 

ENVIRONMENTAL  WRITER 
THE  GAZETTE,  IN  COLORADO  Springs, 
Colorado.,  a  100,000  circulation  daily, 
needs  a  writer  with  5  years  experience 
to  cover  the  environment.  The  Springs  is 
home  to  endangered  species  that  are 
altering  growth,  active  earthquake  faults 
and  landslides  causing  millions  in 
damage  to  luxury  homes.  We  need 
someone  to  attack  these  issues  and 
make  them  relevant  to  our  readers.  Mail 
resume,  references  and  clips  to: 

Bill  Vogrin,  City  Editor 
The  Gazette,  30  S.  Prospect  Street 
Colorado  Springs,  CO  80903 
No  phone  calls  please 

FEATURES  COPY  EDITOR 
The  News  &  Observer,  one  of  the 
nation’s  most  ambitious  and  best 
regional  newspapers,  seeks  a  creative, 
experienced  copy  editor  for  our  award¬ 
winning  features  department.  The  ideal 
candidate  has  at  least  5  years  daily 
experience,  an  appreciation  for  storytell¬ 
ing,  an  exceptional  command  of  gram¬ 
mar,  style  and  punctuation  and  a  gift  for 
writing  great  features  headlines.  The 
N&O  (170,000  daily/210,000  Sunday) 
values  features,  and  our  Raleigh- 
Durham-Chapel  Hill  region  is  a  great 
place  to  live  and  work.  To  apply,  send 
cover  letter,  resume  that  includes 
references  and  your  10  all-time  best 
headlines  to: 

Melanie  Sill,  Managing  Editor 
The  News  &  Observer 
215  S.  McDowell  Street 
Raleigh,  NC  27601 

GENERAL  ASSIGNMENT  STAFF  WRITERS 
The  Virginian-Pilot  seeks  two  general 
assignment  reporters  to  aggressively 
pursue  compelling  enterprise  stories  and 
breaking  news  in  Virginia  Beach,  the 
largest  city  in  Virginia.  The  Pilot  is  a 
200,000-circulation  daily  based  in 
Norfolk  and  covering  southeastern  Vir¬ 
ginia  and  northeastern  North  Carolina. 
Send  letter,  resume  and  clips  to: 

Editor  Tom  Holden 
4565  Virginia  Beach  Boulevard 
Virginia  Beach,  VA  23462 
(757)222-5131 
tholden@pilotonline.com 


_ EDITORIAL _ 

FEATURES  EDITOR 

Don’t  miss  this  opportunity.  The 
Muskegon  Chronicle  is  looking  for  a 
wordsmith  who  is  also  design  savvy  to 
head  up  its  award-winning,  five-member 
features  desk.  We’re  a  50,000- 
circulation  daily  located  in  thriving  West 
Michigan,  minutes  from  sonie  of  the 
best  beaches  in  the  world.  We’re  work¬ 
ing  on  a  lively  redesign  to  take  advan¬ 
tage  of  our  new  press.  And  we  offer 
superb  pay  and  benefits.  It  you  are  a 
deadline-oriented,  take-charge  individual 
who  is  still  a  team  player,  send  your 
resume  and  a  list  of  three  features  pro¬ 
jects  you’ve  always  wanted  to  work  on 
plus  examples  of  your  writing  and  design 
work  tO: 

RJ.  Holmes-Greeley,  News  Editor 
RO.  Box  59,  Muskegon,  Ml  49443 
By  December  8 

GO  FOR  GOLD!  The  Daily  Herald  in 
Provo,  UT,  seeks  applicants  for  several 
posts.  Our  Pulitzer-owned,  award¬ 
winning  paper  is  among  the  fastest  grow¬ 
ing  papers  in  America  and  is  situated 
amid  a  strong  economy,  outdoor  para¬ 
dise  and  world-class  news  event  the 
2002  Winter  Olympics.  Openings  are  for 
city  editor,  reporters  and  page  designers/ 
copyeditors.  Apply  tO: 

Mitch  Wilkinson, 

Daily  Herald 

PO  Box  717,  1555  N.  Freedom  Blvd. 
Provo  UT  84603 

E-mail:  mwilkinson@heraldextra.com 

NEWS  AND  OPERATIONS  MANAGER 
For  nbc6.com,  Charlotte.  Are  you  a 
journalistic  leader,  with  Web  production 
savvy?  Belo  Interactive  seeks  a  News 
and  Operations  Manager  for  NBC6.Com. 
The  successful  candidate  will  have  at 
least  five  years  experience  in  a  news 
operation-as  reporter,  producer  or  editor- 
and  a  sophisticated  understanding  of 
how  to  produce  a  news-and-information 
Web  site. 

Responsibilities  include:  setting  journ¬ 
alistic  standards;  working  with  the  TV 
station’s  news  operation  to  develop  Web 
site  content;  and  supervising  the  news 
and  production  staff  of  the  Web  site. 
Candidates  must  have  strategic  com¬ 
mand  of  trends  in  interactive  media, 
polished  communications  skills,  an  un¬ 
dergraduate  degree  (graduate  degree 
preferred)  and  a  track  record  of 
demonstrated  leadership  within  a  media 
company. 

An  attractive  compensation  and  benefits 
package  awaits  the  successful  candi¬ 
date.  Qualified  candidates  may  mail. 
Fax,  or  e-mail  your  resume  with  salary 
requirements  to: 

WCNC-TV 

Attn:  Human  Resources 
1001  Wood  Ridge  Center  Drive 
Charlotte,  NC  28217 


NEWS  EDITOR 

Weekly  Thoroughbred  magazine  seeks 
aggressive  leader  for  Internet  daily  edi¬ 
tion.  Must  have  knowledge  of  horse  rac¬ 
ing  and  breeding,  and  news  reporting 
and  editing  skills.  Send  resume,  clips, 
and  salary  requirements  to:  Dept.  MM, 
RO.  Box  8237,  Lexington,  KY  40533. 


_ EDITORIAL _ 

NEWS  EDITOR 

Yellowstone  next  door  emiployee-owned 
26,000  AM  seeks  saavy  desk  veteran  to 
lead  universal  desk.  Timeliness,  con¬ 
sistency,  communication  are  key.  We’ve 
won  Batten,  Best  in  the  West,  and  every 
top  regional  news  award.  Next,  we  seek 
an  SND  award.  Call  or  E-mail  asap  to 
arrange  interviews,  portfolio  review,  etc. 
Signing  bonus  for  best  candidate.  Please 
send  responses  to: 

Dean  Miller,  Managing  Editor 
The  Post  Register 
333  Northgate  Mile 
Idaho  Falls,  ID  83402 
Phone:  (208)  542-6755 
Or  by  E-mail  to:dmiller@idahonews.com 


NEWS  REPORTER 

Weekly  Thoroughbred  magazine  seeks 
writer  with  knowledge  of  horse  racing 
and  breeding  for  Internet  daily  edition. 
Strong  news  background  preferred.  Send 
resume,  clips,  and  salary  requirements 
to  Dept.  MM,  RO.  Box  8237,  Lexington, 
KY  40533. 

NEWSPAPER  REPORTER 
Immediate  opening  at  aggressive,  small 
daily  for  a  hard-working  self-starter  to 
cover  news  and  features.  One  year  pro¬ 
fessional  experience  preferred,  but  sharp 
recent  journalism  grad  welcome.  Famil¬ 
iarity  with  QuarkXPress,  photo  skills 
desired.  Applicants  from  NY,  PA,  and 
New  England  only,  please.  Cover  letter, 
resume,  six  best  clips,  references  to: 
Ronald  W.  Hosie,  Editor 
The  Malone  Telegram 
387  E.  Main  Street,  Malone,  NY  12953 
Fax:  (518)  483-8579  or  email: 
rhosie@mtelegram.com 


ONLINE  EDITOR/PRODUCERS  (2) 
Needed  for  new  Belo  Interactive  site  at 
Texas  Cable  News.  News  experience  and 
knowledge  of  HTML,  Photoshop,  and 
multimedia  preferred.  Reply  to: 
bijobs@wfaa.com  &  subject:  TXCN.com 
Or  Human  Resources,  Belo  Interactive, 
606  Young  Street,  Dallas,  TX  75202. 


PAGE  DESIGNERS  &  COPY  EDITORS 
We  are  putting  together  a  first  class 
Universal  Desk  and  still  have  a  few  open¬ 
ings  for  page  designers  and  copy 
editors.  Designers  should  be  adept  at 
layout,  packaging  and  editing  and  be 
able  to  work  well  with  story,  photo  and 
art  editors  to  make  our  Mario  Garcia-led 
redesign  soar.  Copy  editors  should  have 
strong  headline  and  copy  editing  skills 
and  must  have  a  good  command  of 
English  and  AP  style.  Layout  and  Quark 
skills  a  must.  Excellent  PAY  AND 
BENEFITS.  Please  send  cover  letter, 
resume  and  work  samples  to: 

TIMES  RECORD 
3600  Wheeler  Avenue 
Fort  Smith,  AR  72901 
Or  fax  cover  letter  and  resume  to 
Human  Resources  at:  (501)  784-0436 
Or  E-mail  resume  tO: 
jjewell@swtimes.com 
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Phone:1-888-825-9149  -  cmssiFiED  mnmm  -  Fax :  (646)  654-5312 

770  Broadway,  7th  Floor,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


EDITORIAL 


PRODUCTION  EDITOR 
Production  editor  to  work  as  part  of  an 
editorial  team  producing  the  firms’ 
Technology  Forecast.  Requires  three 
years  publishing  experience,  great  copy 
editing  and  proofreading  ability,  organi¬ 
zational  skills  as  well  as  knowledge  of 
Framemaker  6.0,  Word,  Acrobat  and 
Chicago  Style  Manual.  Primary  respon¬ 
sibility  for  production,  some  research 
and  writing  skills  needed  to  enhance  sub¬ 
mitted  manuscripts.  Interest  in  IT  topics 
is  desired.  Position  located  in  Menlo 
Park,  CA.  No  relocation  available. 

Please  send  replies  to: 

Sharon  Blackmon,  FIR  Dept. 

Price  Waterhouse  Coopers 
400  South  Flope  Street 
Los  Angeles,  CA  90071 
Phone:  (213)236-3170 
Ore-mail: 

sharon.s.blackmon@us.pwcglobal.com’ 


REPORTER:  The  Gainesville  Sun,  a 
56,000  circulation  New  York  Times 
regional  daily,  seeks  an  experienced 
writer  to  cover  one  of  its  franchise  beats: 
Science,  health  and  medicine.  Gaines¬ 
ville  is  a  college  town  with  a  top  public 
university,  a  large  teaching  hospital  and 
a  fast-growing  research  and  bioengineer¬ 
ing  sector.  The  ideal  candidate  has  at 
least  three  years  daily  newspaper  experi¬ 
ence  and  a  track  record  of  investigative 
and  explanatory  reporting.  Coverage  will 
branch  into  social  services  and  hospital- 
business  coverage.  Mail  letter,  resume 
and  clips  to: 

Matt  Reed,  Metro  Editor 
The  Gainesville  Sun 
2700  SW  13th  Street 
Gainesville,  FL,  32608  or  E-mail: 
reedm@gvillesun.com 
(no  e-mail  clips,  please) 


REPORTER 

Aggressive,  award-winning  Ohio  news¬ 
paper  has  opening  for  a  reporter.  News¬ 
paper  (35,000-d,  45,000-s)  offers  conti¬ 
nuing  training/development  of  its  associ¬ 
ates,  growth  opportunities  within  com¬ 
pany  and  Freedom  Communications. 
Experience  preferred,  but  will  consider 
recent  college  graduates.  Should  have 
fire  for  journalism  and  be  able  to  write 
hard  news  and  features  with  equal  zeal. 
Accuracy,  organizational  skills  and 
ability  to  produce  enterprise  stories  a 
must.  Send  resume,  cover  letter  and  6  to 
10  writing  examples  to: 

Diane  Pacetti,  City  Editor 
The  Lima  News 

3515  Elida  Road,  Lima,  Ohio458C7 


REPORTER 

Reporter  needed  for  award-winning, 
20,000-circulation  daily  paper  in  sunny 
Northeast  Florida.  The  St.  Augustine 
Record  has  an  entry-level  position  open 
for  an  energetic  reporter  who  wants  to 
work  in  this  eclectic,  historic  city  near 
the  beach.  Send  resume  and  clips  to: 

Diane  Rodgers,  Managing  Editor 
The  St.  Augustine  Record 
1 58  Cordova  Street. 

St.  Augustine,  FL  32085 
E-mail:  recae@staugustine.com 


EDITORIAL 


REPORTERS  —  NEWS  AND  SPORTS 
The  Merced  Sun-Star  is  on  the  verge  of  a 
major  redesign  and  is  looking  for 
reporters  to  cover  open  beats  ranging 
from  education  to  local  business  to  jun¬ 
ior  college  athletics  to  the  new  Univer¬ 
sity  of  California  campus. 

If  you  have  fresh  ideas,  drive  and  a  flair 
for  writing,  we'll  find  a  place  for  you. 

We're  in  the  heart  of  Central  California's 
beautiful  San  Joaquin  Valley,  within  a 
few  hours’  drive  of  the  Bay  area,  Sacra¬ 
mento  and  Yosemite. 

Whether  you’re  just  getting  out  of  school 
or  have  been  in  the  business  for  a  few 
years  and  are  looking  for  a  challenge, 
this  is  the  place  for  you.  Contact: 

Darin  Bunch,  Editor 
ed  itor@  mercedsu  n-sta  r.  com 
Or  mail  a  resume  and  samples  of  your 
writing  to: 

Merced  Sun-Star 
RO.  Box  739,  Merced,  CA  95431 


REPORTER 

The  Daily  Item  is  seeking  an  experienced 
reporter  to  join  our  team  of  community 
journalists  at  28,000-daily  in  central 
Pennsylvania.  A  great  opportunity  to 
focus  on  quality  work  for  newspaper  and 
Web  at  www.dailyitem.com.  Send  clips 
and  resume  by  November  1 1  to: 

David  Flilliard,  The  Daily  Item 
200  Market  Street,  Sunbury,  PA  17801 
No  phone  calls  please  EOE 


REPORTER 

The  East  Oregonian  (12,500  daily, 
17,000  Sunday)  in  Pendleton,  on  the 
dry  side  of  the  state  between  the  Blue 
Mountains  and  the  Columbia  River, 
seeks  an  experienced  reporter  to  cover  a 
variety  of  beats,  including  city  gov¬ 
ernment  and  natural  resources.  Must  be 
able  to  make  complex  topics  interesting, 
be  productive,  produce  clean  copy  and 
have  a  strong  nose  for  news.  Our  paper 
wins  top  news  honors,  especially  for 
spot  news  and  in-depth  reporting.  Send 
letter,  resume  and  five  clips  to: 

Editor,  East  Oregonian 
RO.  Box  1089,  Pendleton,  OR.  97801 
Check  out  our  web  site  at: 
www.eastoregonian.com. 


THE  NORTHERN  VIRGINIA  DAILY,  the 
most  honored  small  daily  newspaper  in 
Virginia,  has  an  opening  for  a  sports 
reporter.  The  17,000  circulation,  inde¬ 
pendently  owned  newspaper  provides  a 
wonderful  opportunity  for  candidates 
with  a  college  degree  and  experience  in 
journalism.  Experience  with  QuarkXPress 
and  agate  are  a  plus.  Duties  will  include 
covering  local  high  schools  and  one  col¬ 
lege.  All  applicants  must  be  team- 
oriented  with  the  enthusiasm  to  learn 
and  succeed. 

Resumes,  cover  letters,  and  any  exam¬ 
ples  of  work  should  be  mailed  to: 

Jim  Sacco,  Sports  Editor 
Northern  Virginia  Daily 
RO.  Box  69,  Strasburg,  VA  22657 
Call  (800)  296-5137 
Or  E-mail:  jsacco242@yahoo.com 


EDITORIAL 


RERORTER 

The  Item,  an  award-winning  afternoon 
daily  in  South  Carolina,  circulation 
22,000,  is  expanding  and  has  an 
immediate  opening  for  a  reporter.  Send 
resume,  clips  to  Tonyia  McGirt,  The  Item, 
RO.  Box  1677,  Sumter,  SC  29151. 


RERORTING  TEAM  LEADER 
The  Mail  Tribune,  a  30,000  circulation 
daily  in  Southern  Oregon,  is  seeking  a 
leader  to  direct  and  keep  up  with  a  team 
of  six  to  eight  motivated  and  creative 
reporters.  Our  top  candidate  will  be  a 
coach,  a  wordsmith,  a  hard-news  junkie 
and  a  motivator.  Our  goal  is  simple:  We 
want  to  be  the  best.  If  that’s  your  goal  as 
well,  please  send  resume,  a  letter  dis¬ 
cussing  your  news  and  leadership 
philosophies  and  a  few  samples  of  work 
you’re  particularly  proud  of  to: 

Robert  Hunter,  Editor 
Mail  Tribune 
RO.  Box  1108 
Medford,  OR  97501 
Deadline:  November  17,  2000 


SREND  YOUR  TIME  eating  crabs  and 
oysters  or  sailing  on  the  Chesapeake 
Bay.  The  job  is  great  too:  copy  edit  and 
design  for  The  Capital,  50,000  circula¬ 
tion  in  Annapolis,  MD.  Send  resume  and 
tearsheets  to: 

Tom  Marquardt,  m.e. 

The  Capital,  RO.  Box  911, 
Annapolis,  MD  21404 
Or  e-mail  resume  to: 
tmarquardt@capitalgazette.com 


EDITORIAL 


SENIOR  NEWS  EDITOR 
The  Republic,  a  25,000  Indiana  a.m. 
daily,  is  seeking  a  leader  for  its  eight- 
person  universal  copy  desk.  Candidate 
needs  strong  background  in  deadline 
news  production  and  page  flow;  design; 
computers;  and  pagination.  Abilities  to 
communicate,  plan  embrace  change, 
solve  problems  and  anticipate  challenges 
needed.  Send  resume,  cover  letter  detail¬ 
ing  management  experience  and 
appropriate  tear  sheets  to: 

Bob  Gustin,  Managing  Editor 
The  Republic,  333  Second  Street 
Columbus,  IN  471201 
(rlgustin@therepublic.com) 


STAFF  WRITERS 

New  Times,  the  nation’s  leading  pub¬ 
lisher  of  alternative  newsweeklies,  is 
searching  for  news  and  feature  writers 
for  our  newest  acquisition,  FW  Weekly, 
in  Fort  Worth.  We  want  journalists  who 
understand  the  difference  between  mag¬ 
azine-style  reporting  and  the  hurried 
fact-finding  of  daily  papers.  Qualified 
applicants  will  be  able  to  create  well- 
crafted,  compelling  stories  that  explore 
the  issues,  events  and  personalities  of 
their  community.  New  Times  offers  com¬ 
petitive  salaries  and  benefits.  Interested 
candidates  should  send  cover  letter, 
resume,  clips  and  three  well-developed 
story  ideas  to: 

David  Pasztor,  Executive  Associate  Editor 
New  Times,  Inc. 

1910  Jefferson  Avenue 
New  Orleans,  LA  70115 


EDITORIAL 


EDITORIAL 


Obsessive  Workaholic  Needed.  Now. 

Phoenix  New  Times  did  not  become  Arizona's 
dominant  newspaper  by  chance.  Its 
journalistic  excellence  was  built  story  by 
story,  with  reporting  that  has  earned  the 
■  paper  countless  national  awards.  New 
Times  writers  have  won  the  Arizona  Press 
Club's  Journalist  of  the  Year  award  six 
years  running,  and  the  state’s  highest  honor 
for  investigative  reporting  —  the  Don  Bolles 
Award  —  seven  of  the  past  nine  years. 

New  'Times,  the  nation’s  largest  and  most-honored  publisher  of 
alternative  newsweeklies,  is  now  seeking  an  editor  to  continue  the 
tradition  at  its  flagship  paper.  Applicants  should  have  a  fine  touch 
with  copy,  experience  crafting  stories  in  magazine  style,  and 
reporting  chops  that  can  shred  a  blowhard  in  30  seconds  or  less. 

The  job’s  demanding.  And  it’s  damn  sure  fun. 

Applicants  should  send  cover  letter,  resume  and  clips  to: 

Christine  Brennan,  Executive  Managing  Editor 
New  Times  Inc. 

RO.  Box  5970 
Denver,  CO  80217 


NewTimes 


THE  BETTER  ALTERNATIVE  TO  DAILY  JOURNALISM 


To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 


www.editorandpublisher.com 
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EDITORIAL 


SPORTS  EDITOR 

Five-day  daily,  afternoor.  newspaper  in 
Southeastern  Montana  seeking  energetic 
person  to  be  full-time  sports  editor. 
Small,  sports-oriented  community  offers 
opportunities  for  professional  growth. 
Newspaper  experience  preferred;  solid 
writing  a  must.  Weekend  work  required. 
Send  resumes  to: 

Miles  City  Star 

RO.  Box  1216,  Miles  City,  MT  59301 
Website:  www.milescitystar.com. 


SPORTS  EDITOR/WRITER 
Sound  Publishing,  Inc.,  seeks  an  experi¬ 
enced  sports  editor  for  one  of  its  news¬ 
papers  located  in  the  beautiful  Puget 
Sound  area  of  the  Pacific  Northwest. 
Looking  for  dynamic  high  school  sports 
enthusiast  with  a  community  focus.  If 
you  have  2+  years  experience,  good 
design  skills  and  know  QuarkXPress, 
send  resume/clips  tO: 

ED/HR 

Sound  Publishing,  Inc. 

7689  NE  Day  Road 
Bainbridge  Island,  WA  981 10 
Or  E-mail:hr@soundpublishing.com 


SPORTS  REPORTER 

Applicants  sought  for  new  position  and 
anticipated  opening  in  lively,  hardwork¬ 
ing  newsroom.  1-2  years  newspaper 
experience  preferred.  Send  cover  letter 
and  resume  with  salary  history  to: 

Steve  Miller,  Managing  Editor 
ME  Idaho  State  Journal 
RO.  Box  431,  Pocatello,  ID  83204 
Or  to:  smiller(a)journalnet.com 


SPORTS  WRITER 

The  News  &  Observer  in  Raleigh,  N.C., 
is  seeking  a  top-flight  reporter-writer  com¬ 
bination  who  is  up  to  the  challenge  of  cov¬ 
ering  Duke  University,  the  projected  No. 
1  team  in  college  basketball,  for  this 
consistent  APSE  award-winning  paper. 

The  person  who  gets  this  job  must  be 
able  to  craft  well-written  game  stories 
filed  under  tight  deadlines,  write  com¬ 
pelling  in-depth  profiles,  produce  a 
steady  stream  of  innovative  enterprise 
pieces  and  deftly  handle  breaking  news. 
Energy  and  creativity  are  musts.  Three 
to  five  years  daily  newspaper  experience 
preferred.  Previous  experience  covering 
college  basketball  a  plus. 

Send  resume,  clips  and  references  to: 

Melanie  Sill,  Managing  Editor 
The  News  &  Observer 
215  S.  McDowell  Street 
Raleigh,  N.C.  27601 


Suburban  Philadelphia  20,000  AM  daily 
newspaper  seeks  a  sports  editor  to  lead 
a  six-person  staff.  Candidate  must  have 
a  passion  for  community  journalism. 

Good  salary  for  right  candidate.  Benefits 
package  include  health,  dental  and  MAILROOM  MANAGER 

401(k).  Knowledge  of  QuarkExpress  and  Excellent  opportunity  in  Zone  1  for  an 

Photoshop  preferred.  Send  cover  letter,  experienced  Mailroom  Manager.  Mech- 

resume  and  work  samples  to:  anical  aptitude  a  must.  Experience  with 

Mike  Morsch,  Editor,  The  Times  Herald  Harris,  Idab  and  McCain  equipment  a 

410  Markley  Street,  RO.  Box  591  plus.  Forward  resume  &  salary  require- 

Norristown,  PA  19404-0591  ments  tO:  rstockton@fosters.com 

CIO  EDITORS  PUBLISHER  CLASSIFIEDS  NOVEMBER  6,  2000 


EDITORIAL 


STARS  AND  STRIPES,  an  editorially 
independent  daily  newspaper  for  ser- 
vicemembers  stationed  worldwide,  is 
seeking  a  reporter/photographer  for  its 
Tokyo  bureau.  Based  at  Yokota  Air  Base, 
30  miles  west  of  Tokyo,  the  reporter  will 
produce  compelling  enterprise  news, 
features  and  photographs  covering  local 
and  regional  news  of  military  interest. 
The  job  may  entail  travel  within  Japan 
and  other  parts  of  the  Far  East  to  cover 
military  exercises  and  movements.  U.S. 
citizenship,  three  years  or  more  experi¬ 
ence  as  a  reporter  on  a  daily  newspaper, 
demonstrated  news  writing  ability  and 
basic  news  photography  skills  required. 
Knowledge  of  military  services  desirable 
but  not  essential.  Competitive  salary, 
free  housing  on  the  air  base,  cost  of  liv¬ 
ing  allowance,  limited  free  travel  to  other 
Pacific  countries  included  in  excellent 
benefits  package.  Send  resume  by  Nov 
30,  2000,  to  Pacific  Stars  and  Stripes, 
Attn:  Civilian  Personnel,  Unit  45002, 
APOAP  96337-5002. 

E-mail  to:  jobspss@stripes.osd.mil 
Fax:  011  (81-3)3403-5493. 

An  Equal  Opportunity  Employer. 


REPORTER 

The  Gazette  in  Colorado  Springs,  CO., 
seeks  a  business  reporter  to  join  a  strong 
paper  in  a  growing  market.  Candidates 
with  general  business  reporting  experi¬ 
ence,  or  those  with  finance  or  high  tech 
experience  or  interest,  a  degree  in  jour¬ 
nalism  and  at  least  two  years  of  busi¬ 
ness  reporting  may  send  resume  and 
clips  tO: 

Joan  Zales,  Business  Editor 
The  Gazette 
RO.  Box  1779 

Colorado  Springs,  CO  80901 
E-mail:  zales@gazette.com 
No  phone  calls,  please. 


ASSISTANT  SPORTS  EDITOR 
Opening  for  an  editor  who  coordinates 
coverage,  would  write  occasionally  and 
possesses  editing  and  design  skills  for  a 
six-day  PM  with  40,000  circulation  in 
growing  and  dynamic  Tucson,  Arizona. 
Minimum  five  years  experience  in  an  edit¬ 
ing  or  writing  job.  Competitive  pay  and 
benefits.  Send  resume,  cover  letter  and 
three  examples  of  your  work  tO: 

Michael  A.  Chihak, 

Tucson  Citizen 

Box  26767,  Tucson,  AZ  85726 
Email:jobs@tucsoncitizen.com 
www.tucsoncitizen.com 


MAILROOM 


MARKETING 


CONFERENCE  SENIOR  COORDINATOR 
Editor  &  Publisher,  a  division  o*  Adweek 
Conferences,  has  an  immediate  opening 
for  a  Senior  Conference  Coordinator. 
Responsibilities  include  coordination  of 
marketing  and  promotion  campaigns, 
registrations,  speaker  recruitment,  trade 
show  management,  hotel/audio-visual, 
budgeting,  and  on-site  organization  for 
newspaper.  Candidate  must  be  ex¬ 
tremely  organized,  attentive  to  detail, 
self-motivated  and  a  team  player.  Col¬ 
lege  degree  required!  Marketing  / 
Communications  preferred.)  Two-three 
years  of  conference  experience  a  must. 

A  competitive  salary,  excellent  benefits 
and  an  opportunity  to  be  part  of  a  bright 
and  ambitious  team  are  part  of  the 
package.  Please  mail  or  fax  your 
resume  to: 

M.  Stoltman  @  Adweek  Conferences 
770  Broadway,  7th  Floor 
New  York,  NY  10003-9595 
Or  fax  to:  (646)654-5360 


TELEMARKETING  SUPERVISOR 
Great  full  time  opportunity  in  our 
Telemarketing  Department  for  an  experi¬ 
enced  telemarketing  professional.  Will 
oversee  telemarketing  staff  and  maintain 
Predictive  Dialer.  Responsiblities  include 
soliciting  new  customers  and  updating 
weekly  reports.  Excellent  starting  wage 
along  with  401 K,  commission,  and 
bonuses.  Candidates  should  have 
excellent  interpersonal,  written  and 
verbal  commission  skills.  Knowledge  of 
newspaper  circulation  is  desirable.  For 
information  call  Bill  Mason  at  (203) 
964-2390,  Fax  Resume  to:  (203)  964 
3749  or  E-mail  tO:  Bill.Mason@scni.com 
The  Advocate/Greenwich  Time 
75  Tressor  Blvd 
Stamford,  CT  06904 
Equal  Opportunity  Employer 
M/F/D/V 


NEW  MEDIA 


NEW  MEDIA 


Producer,  Associate  Producer 
Lichtenstein  Creative  Media,  New  York 
Producer  and  Associate  Producer  needed 
for  Peabody  Award-winning  New  York 
City  company  producing  The  Infinite 
Mind  weekly  public  radio  show  see 
(www.theinfinitemind.com).  Positions 
include:  show/story  conceptualization, 
guest  scheduling,  research  and  writing 
for  broadcast  and  web.  Permanent,full- 
time,  benefits.  Two  years  news  experi¬ 
ence  required.  Fax  resume  and  letter  to: 
Lichtenstein  Creative  Media, 

(212)  765-6550.  No  calls,  please 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahonat 
646.654.5303 


DIRECTOR  OF  INTERNET  SERVICES 
Add  Inc,  an  employee-owned  company 
and  one  of  the  Country's  leading  pub¬ 
lishing  and  printing  companies,  has  an 
opening  for  a  Director  of  Internet  Ser¬ 
vices. 

The  position  will  be  responsible  for: 

•  Creating  and  implementing  sales 
strategies  aimed  at  bringing  local  auto 
dealerships  and  real  estate  companies 
to  the  Internet. 

•  Establishing  a  sales  plan 

•  Setting  and  working  with  a  yearly 
budget 

•  Hiring  personnel 

A  preferred  candidate  will  have  a  strong 
sales  background,  with  an  interest  in 
bringing  those  skills  to  an  Internet  based 
product.  Experience  with  Internet  pro¬ 
grams,  web  design  and  publishing 
knowledge  preferred. 

Add  Inc  is  one  of  seven  media  related  com¬ 
panies  owned  by  Journal  Communica¬ 
tions,  publishers  of  the  Milwaukee 
Journal  Sentinel,  as  well  as  operators  of 
several  local  radio  and  television  sta¬ 
tions. 

Add  Inc  provides  an  excellent  compensa¬ 
tion  package.  We  offer  health  and 
dental  insurance,  life  and  AD&D  insur¬ 
ance,  short-term  disability  insurance, 
profit  sharing,  401  (k)  retirement  pro¬ 
gram,  pension  plan,  employee  stock 
ownership  and  incentive  bonus  program. 
Send  your  cover  letter  and  resume  to: 

Add  Inc 

Attn:  Human  Resources  Dept. 

R  0.  Box  609,  Waupaca,  Wl  54981 
Fax:  (715)258-8469 


METROPOLITAN  WATER  DISTRICT  OF 
SOUTHERN  CALIFORNIA 
MEDIA  SERVICES  SECTION  MANAGER 
$94,536  -  $123,448/ANNUALLY 
The  External  Affairs  Group  of  the 
Metropolitan  Water  District  of  So  Cal  is 
seeking  a  qualified  professional  for  the 
position  of  Media  Services  Section  Man¬ 
ager.  The  Media  Services  Section  supports 
all  of  Metropolitan  by  providing  communi¬ 
cations  expertise  to  the  board  of  directors, 
executive  management  and  district  staff. 
The  Media  Services  Section  Manager 
manages  the  day-to-day  administrative 
activities  of  the  press  office,  editorial  staff 
and  production. 

Requires:  BA  in  English,  Journalism,  Pub¬ 
lic  Relations  or  a  related  field;  8  years  of 
progressively  responsible  experience  in 
media  relations  and  publications,  four 
years  of  which  must  have  been  at  a  man¬ 
agerial  and/or  supervisory  level.  (A  Masters 
degree  may  substitute  for  two  years  of  the 
media  relations  and  publications  experi¬ 
ence.)  Location:  LA.  For  an  application 
and  more  detailed  information,  please  visit 
http:  www.mwd.dst.ca.us  or  call: 

(213)217-6453  or  TDD 
(213)  217-5700  &  refer  to 
JobCodeOO-0113LD. 

Closes  11/28/00 

"Tinie.s  have  not  become  more  violent. 
They  have  ju.st  become  more  televcsetl." 

-MariKTi  Maason,  .singer,  1999 

www.editorandpublisher.com 
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PHOTOGRAPHY 


PHOTO  ADVISER 

The  State  News,  the  independent  stu¬ 
dent  newspaper  at  Michigan  State  Uni¬ 
versity,  seeks  a  shooter  to  help  train 
journalism’s  next  generation.  Fill  a  rare 
opening  on  the  dedicated  professional 
staff  of  America’s  largest  college  news¬ 
paper.  Teach  motivated  students  using 
the  best  equipment  in  offices  in  the 
heart  of  bucolic  MSU  steps  from 
downtown  East  Lansing.  It’s  just  like  a 
real  newspaper  except  more  fun!  The 
State  News,  an  Affirmative  Action  Equal 
Opportunity  Employer,  is  committed  to 
inclusion  and  diversity.  Salary  $32,000 
to  $40,000,  plus  great  benefits.  For 
more  information,  e-mail:  berl@msu.edu 


PRESSROOM 


COMMUNITY  NEWSPAPER  needs  expe¬ 
rienced  press  operator  for  10-unit  Goss 
Community.  Reasonable  hours,  good  pay 
and  benefits.  Call  or  send  resume  to: 

Mike  Scogin,  (502)  863-1111 
Georgetown  News-Graphic 
1481  Cherry  Blossom  Way 
Georgetown,  KY  40324 


PRESS  PERSON 

Press  person-FT  position  consisting  of  a 
thorough  knowledge  of  offset  printing, 
unit  and  press  folder  operation  with  the 
understanding  of  various  press  layout  con¬ 
figurations.  Web  Press  experience  is  a 
must.  Send  resume  to: 

John  Lundgren 
Tuscon  Newspapers 
RO.  Box  26887 
Tuscon,  AZ  85726-6887 


PUBLIC  RELATIONS 


-HELP  WANTED- 


PRODUC'nON/TECH 


OPERATIONS  MANAGER 
Dow  Jones  &  Company,  publisher  of  The 
Wall  Street  Journal  and  Barron’s,  is  seek¬ 
ing  an  experienced  Operations  Manager 
to  join  our  Production  Department 
located  at  our  Silver  Spring,  MD  produc¬ 
tion  facility. 

The  qualified  candidate  will  assist  the 
Production  Manager  with  issues  relating 
to  plant  management.  This  includes,  but 
is  not  limited  to,  budget  preparation  and 
administration,  newsprint  ordering  and 
inventory  management,  purchasing, 
special  projects,  staff  recruitment  and 
development  and  labor  relations.  In  addi¬ 
tion,  this  includes  overseeing  daily  print¬ 
ing  operations,  maintaining  records,  cap¬ 
ital  expenditures  and  preparing  and  ana¬ 
lyzing  reports. 

The  successful  candidate  will  have  prior 
experience  in  newspaper  operations 
management,  strong  organizational  and 
communication  skills,  both  written  and 
verbal,  as  well  as  computer  skills.  Col¬ 
lege  degree  is  preferred. 

We  offer  a  competitive  salary,  an 
excellent  benefits  package  and  the 
opportunity  for  career  advancement. 
Please  forward  your  resume  with  salary 
requirements  tO: 

Dow  Jones  &  Company 
Attn:  Production  Manager 
11501  Columbia  Pike 
Silver  Spring,  MD  20904 
Fax:  (301)680-2911 
www.dj.com/careers 
Equal  Opportunity  Employer 


PUBLIC  RELATIONS 


The  Village  Manager's  Office  has  the  following  employment  opportunity. 
Closing  date  for  this  position  is  November  10, 2000. 


Public  Information  Officer 

Islamorada,  Village  of  Islands  is  seeking  applicants  for  the  position  of  Public  Informa¬ 
tion  Officer.  This  position  interacts  with  the  general  public,  civic  groups,  elected 
officials.  Village  staff  and  representatives  of  the  news  media,  keeping  them  informed 
about  the  Village’s  activities,  accomplishments,  and  matters  of  interest. 

The  ideal  candidate  will  have  a  Bachelor’s  Degree  in  Journalism  or  related  field  with 
at  least  five  (5)  years  experience  in  the  media  (either  print  of  broadcast),  public  rela¬ 
tions  or  closely  related  position.  An  equivalent  combination  of  education  and/or  expe¬ 
rience  may  be  considered.  Preference  may  be  given  for  a  Master’s  Degree  and/or 
experience  in  governmental  media  coverage.  Applicants  must  have  proven  ability  to 
speak  and  write  clearly,  be  familiar  with  governmental  terminology  and  issues,  be 
capable  of  communicating  effectively  with  people  of  all  ages,  races,  and 
socioeconomic  status,  be  able  to  tailor  oral  and  written  presentations  to  the  designed 
target  audience  and  demonstrate  good  judgment.  Reports  to  the  Village  Manager. 
Excellent  fringe  benefits  including  a  401A  Plan  fully  funded  by  the  Village  at  10%  of 
annual  salary.  Health,  Life,  Dental  and  Vision  plan  paid  for  by  the  Village.  12  days 
vacation  annually,  12  days  sick  leave  annually.  Starting  Salary  Depending  On 
Qualification. 


Interested  individuals  should  can'Bernie  LaPira,  Government  Services  Director,  for 
more  information  at  (305)  852-2381  Ext.  535  or  stop  by  at  Village  Hall,  81011  Overseas' 
Highway,  Islamorada,  FL  33036  to  pick  up  an  application.  Resumes  can  be  faxed  to: 
(305)  853-5357  or  e-mailed  to:  bernie.lapira@islamorada.ll.us. 


PUBUC  RELATIONS 


PUBLIC  INFORMATION  OFFICER 
Senate  Republican  Caucus 
The  Senate  Republican  Caucus  has  an 
immediate  job  opening  for  a  Public 
Information  Officer.  This  is  an  annual, 
full-time  position. 

JOB  DESCRIPTION: 

Public  Information  Officers  are  commu¬ 
nications  professionals  who  coordinate 
media  relations  and  community  relations 
activities  for  Republican  state  Senators. 
Duties  include,  but  are  not  limited  to, 
the  following,  speech  writing;  writing, 
editing  and  design  of  publications;  writ¬ 
ing  news  releases;  and  Web  page  man¬ 
agement. 

QUALIFICATIONS: 

Successful  applicants  will  have  strong 
writing  skills  and  at  least  a  Bachelor’s 
Degree  in  journalism,  public  relations, 
communications,  or  a  related  field.  Work 
experience  should  include  two  years  of 
professional  journalism  or  public  rela¬ 
tions.  A  basic  understanding  and  keen 
interest  in  politics  and  the  legislative 
process  is  a  plus.  Web  page  experience 
is  desirable. 

INTERESTED  CANDIDATES  should  send 
a  cover  letter,  resume,  references  and 
writing  samples  tO: 

Penny  Drost 

Communications  Coordinator 
Senate  Republican  Caucus 
RO.  Box  40462 
Olympia,  V/A.  98504-0462 
Or  E-mail  :drost_pe@leg. wa.gov 
DEADLINE  for  applications  is 
November  17,  2000. 

THE  WASHINGTON  STATE  SENATE  is 
an  Equal  Opportunihy  Employer. 


EDITORL4L 


MEDIA  CRITICISM  COLUMN  available 
from  longtime  SPJ  chapter  president. 
Topics  include  ethics,  current  issues  in 
media.  First  Amendment.  Call: 

(518)  399-8306  or  GSilver792@aol.com 


20-YEAR  editor-writer-reporter.  Editing/ 
copyrighting  in  home.  (509)  453-3224 
or  E-mail  at:  Oblknowbeee@aol.com 


BEAT  WRITER  with  heavy  editing  and 
computer  experience,  seeks  chance  for 
growth  at  major  metro  in  Zone  1  or  2, 
especially  in  religion,  ideas,  environ¬ 
ment,  education  beats.  Please  reply  tO: 
oldcolonyscribe@att.net 


ENTERTAINMENT  REPORTER  at 
40,000-circulation  daily  is  hungry  for 
new  challenges.  Extremely  knowl¬ 
edgeable  in  film  and  popular  music  but 
can  also  write  about  theater,  books  and 
the  fine  arts.  Also  have  a  Master’s 
degree  in  Popular  Culture  Studies. 

Contact  Brad  at  (724)  229-1099 


Looking  for  great  job  as  a  reporter, 
http://resume.jupiterx.com 


D.C.  Writing,  editing,  layout,  Capitol  Hill 
reporting,  pagination  and  managerial 
experience.  Contact  (301)  441-8066. 
or  Mturner292@aol.com 


Call  us  about  our 
low  contract  rates! 

(888)  825-9149 


Editor  a  Pihlisfeor  Classiflod  lotos 


HELP  WANTED  LINE  RATES:  $12.00  per  line  .per  week,  three 
line  minimumMLACK  &  WHITE  DISPLAY  ADS:  $131.00  per 
week,  one-inch  minimum,  half  inch  incrementsEQUIPMENT  & 
SUPPLIES,  INDUSTRY  SERVICES,  ANNOUNCEMENTS,  FEA¬ 
TURES,  AVAILABLE  Line  rates:  $11.00  per  line,  per  week,  one 
inch  minimum,  half-inch  increments. 

ALL  CATEGORIES  Red  display  ads:  $55.00  per  week  in  addition 
to  black  and  white  display  rates.  FREQUENCY  DISCOUNTS:  For 
both  line  and  display  ads,  run  two  or  more  weeks  and  enjoy  big 
discounts.  Blind  boxes:  $25.00  per  insertion:  counts  as  one  line  of 
copy.  The  identity  of  box  holders  cannot  be  revealed.  Readers  are 
advised  not  to  send  samples  when  replying  to  blind  box  ads;  we  are 
not  responsible  for  the  recovery  of  samples. 

Deadline:  Tuesday  prior  to  Monday  issue  date. 


Your  community  link  to  the  newspaper  industry  every  week  since 

1««4! 


www.editorandpublisher.com 
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CULTURE  TRENDS 


MTV’s 

BUZZWORTHY 

Buzzworthy  songs  are  usually 
by  new,  up-and-coming  artists 
who  MTV  believes  have  special 
potential.  Of  the  videos  desig¬ 
nated  as  Buzzworthy,  the  vast 
majority  have  been  certified 
gold  or  platinum. 

Week  oflom/00 

Artist/Group:  Common 
Song/Video:  "The  Light" 

Album:  Like  Water  for  Chocolate 

This  is  Common’s  (a.k.a.  Rashid 
Lynn)  second  single/video  follow¬ 
ing  “The  Sixth  Sense”.  Blending 
blues,  jazz,  hip-hop  and  gospel, 
his  latest  record.  Like  Water  for 
Chocolate,  promises  to  be  his 
biggest  hit  to  date. 

Artist/Group:  Outkast 
Song/Video:  "B.O.B." 

Album:  Stankonia 

From  their  new  record 
Stankonia.  Their  sound  has  been 
described  as  “spaced-out  funk” 
peppered  with  Prince  riffs, 
gospel  choirs  -  a  new  flavor  in 
hip-hop,  with  obvious  nods  to 
Clinton,  Brown  and  Sly  &  the 
Family  Stone.  The  video  for 
“B.O.B.”  is  a  take-off  on  the  film 
Run  Lola  Run.  And  watch  out 
for  the  purple  grass... 


©2000  MTV 


The  Hollywood  Reporter’s  Box  Office  | 

For  weekend  ending  October  30, 2000 


This 

Week 

Last 

Week 

S-Day 

Picture  Weekend  Gross 

Days  Total 

In  Release  Gross  Sales 

1 

1 

Meet  the  Parents 

15,048,475 

24 

100,014,250 

2 

New 

Book  of  Shadows:  Blair  Witch  2 

13,223,887 

3 

13,223,887 

3 

3 

Remember  the  Titans 

8,027,728 

31 

87,767,175 

4 

2 

Bedazzled 

7,829,426 

10 

24,146,411 

5 

4 

Pay  it  Forward 

6,803,726 

10 

19,035,222 

6 

New 

The  Little  Vampire 

5,719,627 

3 

5,719,627 

7 

New 

Lucky  Numbers 

4,536,625 

3 

4,536,625 

8 

6 

The  Contender 

2,451,799 

17 

13,986,191 

9 

5 

The  Legend  of  Drunken  Master 

2,429,386 

10 

7,379,757 

10 

11 

Best  in  Show 

1,827,376 

33 

9,239,552 

11 

8 

The  E.xorcist 

1,585,848 

38 

37,216,314 

12 

9 

The  Ladies  Man 

1,511,455 

17 

11,898,184 

13 

7 

Lost  Souls 

1,369,140 

17 

15,158,169 

14 

10 

Dr.  T  and  the  Women 

1,288,029 

17 

11,080,265 

15 

12 

Almost  Famous 

695,284 

47 

29,819,247 

16 

18 

Billy  Elliot 

573,744 

17 

1,586,245 

17 

14 

Bring  it  On 

398,505 

66 

66,664,570 

18 

16 

Bamboozled 

357,926 

24 

1,518,155 

19 

43 

The  Perfect  Storm 

316,336 

122 

181,716,833 

20 

50 

The  Yards 

314,505 

10 

397,851 

21 

13 

Get  Carter 

273,588 

24 

14,551,088 

22 

20 

Dancer  in  the  Dark 

257,163 

37 

2,489,512 

23 

22 

Cyberworld  3D 

221,941 

24 

1,511,062 

24 

23 

Nutty  Professor  II:  The  Klumps 

200,320 

94 

122,385,345 

25 

21 

Coyote  Ugly 

196,755 

87 

60,082,245 

26 

19 

What  Lies  Beneath 

181,531 

101 

153,921,103 

27 

New 

Nightmare  Before  Christmas 

175,022 

3 

175,022 

28 

66 

Two  Family  House 

137,853 

24 

230,620 

29 

25 

Chicken  Run 

135,414 

131 

106,793,915 

30 

28 

The  Broken  Hearts  Club 

122,983 

31 

813,137 

31 

17 

Urban  Legends:  Final  Cut 

120,145 

38 

21,251,596 

32 

30 

X-Men 

107,631 

108 

156,889,853 

33 

29 

Gone  in  60  Seconds 

103,415 

143 

101,408,816 

34 

24 

Space  Cowboys 

103,329 

87 

89,613,787 

35 

~ 

Hollow  Man 

95,007 

87 

72,991,305 

©2000  The  Hollywood  Reporter  | 
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EDITORS^  PUBLISHER 

INTERNATIONAL 


E&P’s  internaui 
need  to  reach  and 


>  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 


Also  available  on  CD-ROM  for  Windows®  and  Macintosh®. 

Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists  "" 

Call  (800)  336-4380  ext.  1  for  details  or  order  online  at  www.editorandpublisher.coin 


LIES  • 


’SWHEiS 

■ 


I  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 


Call  1-888-612-7095  to  Order 
Buy  the  3  Volume  Set  for  only  $200  and  Save  40% 


I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


VOL.  3 

•  Alphabetical  listing  of  personnel  from  Dailies,  Weeklies,  | 

Groups,  Services,  Shopper  and  Niche  Publications.  , 

•  Name,  Title,  Company,  Phone,  City  &  State 


VOL.  2 

•  U.S.  &  Canadian  Community  Weeklies 

•  U.S.  &  Canadian  Shopper/TMC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 


DAILIES  • 


YEAR  BOOK 


Yr^AR  B(X)K 


VOL.  1 

•  U.S.  &  Canadian  Dailies 

•  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies  I 

•  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services  | 


YEARB(K)K  - 


Culture  2 


November  6,  2000 


CULTURE  TRENDS 


MTV  Top  20 
Countdown 

Week  of  10130100 

1.  Mystikal  “Shake  it  Fast” 

The  Billboard  200 

The  top-selling  albums  compiled  from  a  national  sample  of  retail  store  sales. 

Thin  Last  Weeks  on 

Week  Week  Chart  Artist  Album 

1-1  Limp  Bizkit  Chocolate  Starfish... 

2.  Green  Day  “Minority” 

2 

1 

2 

Ja  Rule 

Rule  3:36 

3.  Godsmack  “Awake” 

3 

2 

17 

Nelly 

Country  Grammar 

4.  Pink  “Most  Girls” 

4 

- 

1 

Ludacris 

Back  for  the  First  Time 

5.  Fuel  “Hemorrhage” 

5 

4 

56 

Creed 

Human  Clay 

6 

7 

11 

Baha  Men 

Who  Let  the  Dogs  Out 

6.  Ja  Rule/Milian  “Between  You  &  Me” 

7 

3 

4 

Mystikal 

Let’s  Get  Ready 

7.  Jay-z  “I  Just  Wanna  Love  You” 

8 

5 

4 

98  Degrees 

Revelation 

8.  Limp  Bizkit  “Rollin’” 

9 

6 

5 

Madonna 

Music 

9.  Robbie  Williams  “Rock  DJ” 

10 

8 

37 

3  Doors  Down 

The  Better  Life 

10.  Destiny’s  Child  “Independent  Women” 

©2000  Billboard/SoundScan,  Inc. 

11.  Ricky  Martin  “She  Bangs” 

12.  Mya  “Case  of  the  Ex” 

13.  Outkast  “B.O.B.” 

14.  Wyclef  Jean  “911” 

The  BillboanI  Hot  100 

The  most  popular  singles  compiled  from  a  national  sample  of  radio  play  and  retail  store  sales. 

This  Last  Peak  Wkson 

Week  Week  Pos.  Chart  Title  Artist 

15.  Blink-182  “Man  Overboard” 

1 

1 

1 

14 

Come  on  Over  Baby 

Christina  Aguilera 

2 

2 

1 

13 

Music 

Madonna 

16.  U2  “Beautiful  Day” 

3 

3 

3 

26 

With  Arms  Wide  Open 

Creed 

:  17.  Madonna  “Music” 

4 

4 

4 

31 

Kryptonite 

3  Doors  Down 

18.  Linkin  Park  “One  Step  Closer” 

5 

5 

5 

13 

Most  Girls 

Pink 

i 

19.  Orgy  “Fiction” 

6 

11 

6 

6 

This  I  Promise  You 

‘N  Sync 

■ 

7 

15 

7 

7 

Independent  Women 

Destiny’s  Child 

20.  3  Doors  Down  “Loser” 

8 

6 

3 

26 

Jumpin’ 

Destiny’s  Child 

9 

10 

9 

9 

Gotta  Tell  You 

Samantha  Mumba 

10  17 

10 

12 

Case  of  the  Ex 

Mya 

©2000  MTV  . 

©2000  Billboard/Soundsean 

Ndliy  INCLUDING  All  AVAILABLE  E-MAIL  ADDRESSES  AND  WED  SITES 


I 

I 


•  Find  The  Information  You  Want  Instantly 

Access  the  Year  Book  information  instantly  with  a  fully 
indexed,  searchable  database  that  allows  you  to  target  the 
newspaper  industry  segments  you  need. 

•  It’s  Easy,  It's  Fast 

The  simple,  menu-activated  search-and-display  capability  of 
our  CD-ROM  makes  finding  data  and  compiling  lists  easier 
than  ever. 

•  Search  By  Any  Field 

Your  options  are  limitless!  Search  newspapers  by  equipment 
use,  sort  by  publication  days  or  rank  by  circulation.  Search  for 
special  topic  editions.. .and  much  more! 

•  Exportable  Data  For  Mail  Merge 

All  the  information  can  be  exported  to  your  PC  in  a  wide  range 
of  file  formats,  including  tab  or  comma  delimited.  Customize 
mailing  lists  for  each  of  your  communications  projects  and 
import  the  data  into  your  contact  management  software. 


CD-ROM  Sections 

The  Year  Book  CD-ROM  includes 
all  the  Year  Book  data  for  U.S. 

Dailies,  U.S.  Weeklies,  Canadian 
Newspapers,  Foreign  Newspapers  \ 
and  Mechanical  Equipment  sections 
names  of  contacts  and  their  areas  of 
responsibility,  plus  other  critical  information 
about  newspapers,  newspaper  suppliers  and 
service  companies. 


SYSTEM  REQUIREMENTS:  Windows  95,  98  and  NT  -  32  MB  of 
RAM  minimum,  SVGA  Monitor  or  higher,  10  MB  available  hard 
drive  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7 
or  later,  2.5  MB  RAM  minimum,  2  MB  available  hard  drive  space. 
DOS  -  VGA  monitor  or  higher,  DOS  3.3  or  higher,  Microsoft 
CD-ROM  extensions,  640K  RAM,  3MB  available  hard  drive  space. 


CD-ROM  WITH  EXPORT  CAPABILITIES  :  $895 

For  more  information  or  to  order  call  Randy  Larsen  Jr.  (800)336-4380  or  order  online  at  wvvw.editorandpublisher.com 
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The  Billboard  200 

5  Years  Ago 

The  top-selling  albums  from  10/28/95 

1.  Mariah  Carey/Daydream _ 

2.  Alanis  Morissette/Jagged  Little  Pill 

3.  Janet  Jackson/Greatest  Hits _ 

4.  Hootie  &  the  Blowfish/Cracked  Rear  View 

5.  Soundtrack/Dangerous  Minds _ 

6.  Green  Day/Insomniac _ 

7.  Michael  Bolton/Greatest  Hits _ 

8.  TLC/crazysexycool _ 

9.  Tim  McGraw/All  I  Want _ 

10.  Shania  Twain/The  Woman  in  Me 

10  Years  Ago 

The  top-selling  albums  from  10/27/90 

1.  M.C.  Hammer/Hammer  Don’t  Hurt  ‘Em 

2.  Vanilla  Ice/To  the  Extreme _ 

3.  ACDC/Razors  Edge _ 

4.  Mariah  Carey/Mariah  Carey _ 

5.  George  Michael/Listen  w/out  Prejudice 

6.  INXS/X _ 

7.  Wilson  Phillips/Wilson  Phillips 

8.  Vaughan  Brothers/Family  Style 

9.  Warrant/Cherry  Pie _ 


10.  Bell  Biv  Devoe/ Poison 


©2000  Billboard/Soundscan 


Billboard  Modem  Rock  Tracks 

Compiled  from  a  national  sample  of  airplay  provided  by  Broadcast  Data  Systems. 

This 

Week 

Last 

Week 

Peak  Wks  on 

Pos.  Chart  Title 

Artist 

1 

1 

1  12  Hemorrhage 

Fuel 

2 

4 

2  15  Loser 

3  Doors  Down 

3 

3 

3  7 

Man  Overboard 

Blink-182 

4 

5 

4  4 

Original  Prankster 

Offspring 

5 

2 

1  10  Minority 

Green  Day 

6 

6 

2  20  Stellar 

Incubus 

7 

7 

6  8 

Beautiful  Day 

U2 

8 

8 

7  10  Fiction 

Orgy 

9 

9 

1  30  Last  Resort 

Papa  Roach 

10 

11 

10  6 

Optimistic 

Radiohead 

©2000  Billboard/Broadcast  Data  Systems 

Billboard  Top  Video  Rental 

Compiled  from  a  national  sample  of  retail  store  rental  reports. 

This 

Week 

Last 

Week 

Title 

Studio 

1 

1 

U-571 

Universal 

2 

3 

High  Fidelity 

Touchstone 

3 

4 

Final  Destination 

New  Line 

4 

9 

Any  Given  Sunday 

Warner 

5 

2 

American  Psycho 

Universal 

6 

5 

Rules  of  Engagement 

Paramount 

7 

8 

Shanghai  Noon 

Touchstone 

8 

6 

Pitch  Black 

Universal 

9 

10 

The  Skulls 

Universal 

10 

11 

28  Days 

Columbia 

©2000  Billboard/SoundScan,  Inc. 

EDITORe? 

PUBLISHER  ANNUAI  DIRECTORIES 

Order  Your  Editions  Now! 

You'll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
International  Year  Book,  the  encyclopedia  of  the  newpaper  industry.  Part  1  provides  the  most 
up-to-date  data  on  U.S.,  Canadian  and  foreign  dailies...news,  picture  and  syndicated  services... 
equipment/interactive  companies  and  more!  Part  2  covers  community,  specialty  and  free  publications. 
And  Part  3  is  a  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 

Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
Editor  &  Publisher  Market  Guide,  the  only  reference  with  both  quontitative  and  qualitative  data, 
including  cost  of  living,  crime  and  quality  of  life  indices...graduation  levels...housing  and  rental  rates... 
relocation  information...exclusive  economic  and  demographic  projections  and  much  morel 

ALL  TITLES  NOW  AVAILABLE  ON  CD-ROM.  For  faster  service 
or  for  information  on  our  CD-ROMs,  call  1-888-612-7095. 
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former  single  parents  who  have  remarried. 
Eliot  herself  is  in  that  latter  category. 

But  Harvey  observed  that  a  big  change 
would  be  risl^  for  some  strips  in  an  age 
of  many  “niche  comics.”  For  instance, 
“‘Cathy’  is  about  a  young,  single  career 
woman.  [Marriage]  would  destroy  the 
niche,”  said  Harvey. 

Eliot  reported  that  reader  reaction  to 
the  “Stone  Soup”  marriage  has  been  posi¬ 
tive,  and  her  client  list  has  stayed  steady 
at  approximately  135  newspapers. 

“Luann”  creator  Greg  Evans  of  United 
Feature  Syndicate  and  “Funkj-  Winker- 
bean”  creator  Tom  Batiuk  of  King 
Features  Syndicate  also  received  positive 
reviews  from  readers  and  clients  after 
going  the  “c”-change  route. 

In  1999,  Evans  aged  his  lead  character 
from  13  to  16  to  allow  her  to  cope  with 
more  mature  teen  issues.  Actually,  Luann 
had  already  been  looking  and  acting  older 
than  13  for  several  years. 

“I  sort  of  formalized  it  last  fall  by  having 
a  birthday,  changing  her  hairstvie,  and 
making  subtle  changes  in  her  facial 
characteristics,”  recalled  Evans. 

Seven  years  earlier,  Batiuk  took  his  high- 
school-student  characters  and  fast-for- 
warded  them  into  college  graduates.  Batiuk 
Y  ^  ^  n  said  it  probably  would 

J  have  been  lietter  for 
,  him  to  have  aged  the 

mmk  characters  gradually 
J  V  W  between  the  comic’s 

'  ^  ^972  launch  and 

1992.  But  he  made  up 
for  not  doing  that  in 

were  pushing  to  grow 
Jj®  ■  /P’W  up,”  said  Batiuk.  “By 
i  making  the  characters 

M  *  more  adult,  I  could 

adult  situations.” 

\  added  that 


With  the  marriage  of  one  of  its  single-parent  characters, 
Stone  Soup’  is  the  latest  cartoon  feature  to  make  a  big  change 


BY  DAVE  ASTOR 


L\  to  make  a  “c”  change  (“c”  as  in  comic).  That’s  because 
some  readers  like  their  syndicated  strips  predictable, 
y  But  other  readers  prefer  that  comics  surprise  them 
^  or  at  least  evolve.  This  is  also  the  preference  of  many 
cartoonists  who  want  to  avoid  a  creative  rut,  jump-start  sales  of 
their  feature,  or  just  allow  characters  to  go  in  directions  that  seem 
logical  for  them  to  go. 

A  recent  example  is  what  Jan  Eliot  did  with  “Stone  Soup.”  The 

comic  spent  its  first  half-decade  (it  turns  5 
Nov.  20)  focusing  on  the  hectic  life  of  two 
single-parent  sisters  sharing  the  same 
house.  Then,  one  of  the  sisters  married 
her  next-door  neighbor  last  month. 

Did  Eliot  have  any  second  thoughts 
about  making  such  a  change?  “I  spent  a 
year  fretting  over  it,”  admitted  the 
Universal  Press  Sviidicate  creator. 

Eliot  thought  about  the  Li’l  Abner- 
Daisy  Mae  wedding  and  how  some 
comic  experts  feel  this  1952  event  sent 
A1  Capp’s  strip  on  a  downw  ard  spiral.  She 
also  thought  about  how'  “Peanuts”  might 
have  been  hurt  if  Charles  Schulz  had  ever 
allowed  Charlie  Brown  to  get  together 
with  the  little  red-haired  girl. 

But  Eliot  ultimately  decided  that  the 
Joan  Stone-Wally  Weinstein  marriage  was 
w'orth  pursuing. 

One  reason,  said  Eliot,  is  that  her 
comic  continues  to  reflect  the  w'ay 
millions  of  Americans  live  in  non¬ 
nuclear-family  arrangements.  She  noted 
that  Val  Stone  remains  in  a  single-parent 
household  (with  her  mother  and  two 
daughters),  while  Joan  and  Wally  now 
live  next  door  in  a  stepparent  household 
(with  Joan’s  son  and  Wally’s  nephew). 

“The  strip  will  still  be  modern  and 


comic 

because  he  was  grow¬ 
ing  up,  too.  “I  started 
olF  doing  sophomoric 
humor  [in  1972],”  he 
said.  “I  wasn’t  that  far 
from  being  a  sopho¬ 
more  myself,  so  it  made  sense.” 

In  the  early  1950s,  a  struggling  “Beetle 
Bailey”  took  off  after  Mort  Walker  yanked 
his  title  character  out  of  college  and  put 
him  in  the  Army  during  the  Korean  War. 
Another  King  strip,  “Barney  Google  and 


“Stone  Soup”  creator  Jan  Eliot  in  an  artful 
pose  with  Wally  (top  left),  Joan  (top  right), 
and  several  of  her  kid  characters. 
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Snuffy  Smith”  by  Fred  Lasswell,  is  still  go¬ 
ing  strong  more  than  60  years  after  the  Bil¬ 
ly  DeBeck-created  comic  switched  from 
Barney’s  urban  milieu  to  Snuffy’s  rural  life. 

“There  are  instances  where  a  strip 
makes  a  wholesale  change  and  survives 
just  fine,”  said  Harvey. 

Even  the  United-distributed  “Peanuts” 
made  more  changes  than  some  people  real¬ 


S  Y  N  D  I  C  A  T  E  S 


ize.  While  Charlie  Brown’s  love  for  the  red- 
haired  girl  was  never  requited  and  his  ef¬ 
forts  to  kick  the  football  always  failed,  he 
did  manage  to  smack  a  dramatic  home  run 
in  1993.  Also,  Snoopy  evolved  from  a  dog¬ 
like  dog  on  four  legs  to  a  biped  with  a  fanta¬ 
sy  life  richer  than  most  humans  have. 

What  about  “Li’l  Abner”?  Some  feel  the 
comic  would  have  declined  even  if  Li’l 


Abner  and  Daisy  Mae  hadn’t  wed.  The 
strip  was  already  18  years  old  in  1952,  and 
Capp’s  increasingly  right-wing  politics 
eventually  turned  off  many  readers. 

But  Harvey  said  the  marriage  took  its 
toll,  noting  that  Daisy  Mae’s  pursuit  of  Li’l 
Abner  gave  the  strip  a  nice  “edge”  between 
1934  and  1952.  Afterward,  he  said,  “It  just 
didn’t  seem  as  vital  to  me  anvmore.”  11 


Kinecta  event 
covers  Web 
syndication 

Kinecta Corp.  connected  an 

overview  of  Web  syndication  with 
a  specific  view  of  its  own  offerings 
at  an  Oct.  25  symposium  in  New  York. 

The  featured  speaker  was  Kevin  Wer- 
bach,  editor  of  the  “Release  1.0”  newsletter, 
author  of  an  article  on  Web  svTidication  in 
the  May-June  Harvard  Business  Review, 
and  a  member  of  Kinecta’s  advisory  board. 

Werbach  said  the  financial  climate  in  the 
dot-com  world  in  2000  versus  1999  is  anal¬ 
ogous  to  tw  o  TV  programs.  “Last  year’s  hit 
show'  was  Who  Wants  to  Be  a  Millionaire.’ 
This  year’s  is  ‘Survivor,’  ”  he  quipped. 

But  Werbach  expressed  confi¬ 
dence  in  the  Internet’s  future, 
and  said  syndication  of  content 
and  other  digital  assets  across 
the  Web  is  a  good  business  mod¬ 
el  for  all  kinds  of  companies. 

“Syndication  has  historically 
been  limited  to  media  indus¬ 
tries.  That’s  changing  on  the 
Web,”  said  Werbach. 

He  added  that  “there  needs  to  be  tech- 
nologv'  to  make  [online]  si'ndication  w'ork 
—  to  automatically  distribute  information 
and  track  it.”  This  is  what  firms  such  as 
Kinecta  are  doing.  Vice  President,  Market¬ 


ing,  David  Burke  noted  that  the  company 
(http://www.kinecta.com)  provides  the 
“infrastructure”  for  distribution  and  receipt 
of  digital  content.  Its  core  technologj'  is 
“Kinecta  Interact,”  and  it  also  has  the  “Traf- 
ficRegister”  service  that  enables  content 
providers  to  measure  usage  of  their  syndi¬ 
cated  offerings  at  subscriber  Web  sites. 

Kinecta’s  customers  include  Reuters, 
FT.com  (a  subsidiary  of  the  Financial 
Times),  Office.com,  and  Fidelity  Invest¬ 
ments,  among  others.  —  DaveAstor 

‘Chickvfeed’  strip  putting 
DOWN  ROOTS  AT  UFS  AGAIN 

United  Feature  Syndicate  is  distributing 
“9  Chickweed  Lane”  once  again, 
beginning  today. 

Brooke  McEldowney’s  comic  started 
with  United  in  1993,  moved  to  Tribune 

Media  Services  (TMS)  two  years 
later,  and  then  switched  to  the 
Los  Angeles  Times  Syndicate. 
LATS  is  now  in  the  process  of 
being  absorbed  by  TMS. 

“Chickweed”  —  which 
appears  in  approximately  60 
newspapers  —  stars  a  daughter, 
mother,  and  grandmother 
living  under  the  same  roof. 

Shipp  comes  back  in  column 
LINEUP  at  KRT  News  Service 

Columns  by  E.R  Shipp,  the  Pulitzer  Prize 
winner  who  recently  left  her  position  as 


ombudsman  at  The  Washin^on  Post,  are 
again  being  distributed  by  the  Knight 
Ridder/Tribune  News  Service. 

ScreamentgMedia  expands 
ITS  ‘NewsIStand’  service 

ScreamingMedia  (http://www.screaming 
media.com)  has  expanded  its  “NewsIStand” 
service,  which  provides  Web  sites,  wireless 
networks,  and  other  clients  with  automati¬ 
cally  updated  packages  of  news  stories. 

Beginning  this  month,  the  service 
will  feature  a  wider  range  of  categories, 
including  electronic  news,  biotechnolog>' 
news,  and  more. 

et  cetera  . . . 

National  public  radio  recently 

inten/iewed  editorial  cartoonists  Mike 
Peters  and  Mike  Luckovich  about  the  elec¬ 
tion.  Peters  is  with  the  Dayton  (Ohio)  Daily 
News  and  Tribune  Media  Services  and  Luck¬ 
ovich,  the  Atlanta  Constitution  and  Creators 
Syndicate.  ...  Cartoonists  Rights  Network 
(http://www.cagle.com/crn)  reports  Essam 
Hanafy  is  out  of  jail.  The  Egyptian  artist  was 
in  prison  for  cartoons  critical  of  his  govern¬ 
ment.  ...  Global  Information  Network 
(http://www.globalinfo.org)  held  a  grand¬ 
opening  party  Nov.  2  in  its  new  office  at 
146  W.  29th  St.,  #7E,  New  York,  NY 
10001.  Speakers  discussed  developments 
in  the  Ivory  Coast,  Nigeria,  and  Senegai. 

Global  (£&/*,  May  1,  p.  31)  offers  stories 
from  and  about  the  Third  World. ...  The  | 
CoMTEX  News  Network  online  syndicator 
(http://www.comtexnews.net)  has  added  to 
its  “News  Solutions”  applications.  They 
include  Web  hosting,  search  functions,  a 
I  filtering  system,  and  the  ability  to  receive 
content  aggregated  from  10,000-plus 
sources. ...  The  NewsEdge  online  syndicator 
(http://www.newsedge.com)  launched  a  . 

new  NewsDesk  service  for  distributing  { 

business  and  industry-specific  news,  and 
the  NewsEdge  Unplugged  wireless  program 
for  delivering  content  to  handheld  devices. 


Fun  content  that’s  as  fresh  as  a  teenager 

QuickPublish  delivers  top-notch  entertainment  content  to  small  dailies,  weeklies  and 
monthlies.  This  inexpensive  package  includes  60*  columns,  puzzles,  comics  and  graphics 
helping  you  save  on  free-lance  costs  while  increasing  your  ad  revenue.  Whether  you’re 
looking  for  columns  like  “You  and  Your  Health,”  crosswords,  lumble®,  horoscopes,  soaps 
or  content  just  for  kids,  you'll  find  everything  you  need  in  QuickPublish. 

For  details  about  our  discount  offer,  contact  TAAS  at  800-637*4082. 
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Back  in  FDR’s  day,  George  Smith  checks 
Budget  with  owner/father  Samuel  A.  Smith. 

Longest-  run  7i  i  ng  editor? 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 


7  icas  advised  veri/  strong/jj  In/  a  lot  of  people 
not  to  exrn  think  of  retuntittg  to  the  Xrlohe.'" 

-  JEFF  JACOBY,  COLUMNIST,  “THE  BOSTON  GLOBE” 


GEORGE  SMITH,  THE  BUDGET 

For  as  much  as  George  Smith’s 
650  news  correspondents  and 
thousands  of  readers  cared,  the 
West  Bank  might  as  well  be  an  outer  ring 
of  Saturn.  To  the  Old  Order  Amish, 
foreign  trade  means  taking  the  buggy 
to  town  to  buy  something  they  can’t 
grow,  sew,  or  build  themselves. 

Often  wary  of  the  “English,”  as  the 
Amish  call  outsiders,  they  nonetheless 
trusted  Smith,  who  died  two  weeks  ago 
at  93.  Perhaps  they  reckoned  that  the 
editor’s  80  years  with  the 
:<a  ®(-  V  same  employer,  a  Sugar- 
creek,  Ohio,  weekly 
called  The  Budget,  had 
earned  him  a  measure 
of  their  respect. 

'  ^8''  Smith,  who  first  set 
/  type  at  12  in  the  back 
Crtf  ol  room  of  The  Budget  during 

Woodrow  Wilson’s  second 
term,  eventually  became  choreographer 
of  the  far-flung  dispatches  from  Amish 
enclaves  all  over  North  America.  The 
letter-from-home  dispatches  from  his 
correspondents  —  sometimes  penned  on 
grocery  sacks  or  the  backs  of  old  calendar 
pages  —  told  of  marryings  and  buryings, 
the  vitality  of  the  soybeans,  or  the  decline 
of  a  grandparent. 

Debbie  Governor,  Smith’s  daughter, 
marveled  at  her  late  father’s  rapport  with 
his  hundreds  of  unpaid  reporters.  “It’s  so 
unusual,”  she  said,  “that  an  Amish  person 
would  allow  a  non-Amish  person  to  be  so 
entwined  in  their  lives.”  She  recalled,  as  a 
youngster,  her  father’s  prohibition  against 
Amish  jokes  around  the  dinner  table. 

Each  week,  Smith  edited  an  average  of 


Photo  of  the  week 


KELLY  KERR,  TULSA  (OKLA.)  WORLD 

WHEN  IT  COMES  TO  PHOTOGRAPHS,  THERE  CAN  NEVER 

be,  in  our  view,  “too  much  monkey  business.”  Here,  at 
the  Tulsa  Zoo,  a  chimp  named  Jody  tries  some  strange- 
looking  seasonal  fruit  w^hile  buds  Alvin  (left)  and  Hope  wait  for  his 
reaction.  “What?  I  thought  it  was  an  orange  coconut.”  Feel  free  to 
supply  your  ovm  version  of  the  monkey  talk.  —  Greg  Mitchell 
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George  Smith,  right,  with  Publisher  Albert 
Spector,  greets  one  of  his  “scribes”  in  August. 

450  items  from  650  “scribes,”  filling  32  to 
36  newspajjer  pages  wth  recountings  of 
everything  from  buggy  wrecks  to  husking 
bees.  He  toned  down  rhapsodic  accounts 
of  funerals,  dismissing  obituarists  who 
never  met  an  adjective  they  didn’t  like. 

The  Amish  “national  news”  section  of 
The  Budget  was  enfolded  within  a  more 
contemporary  small-town  weekly  that 
serves  10,000  readers  in  Holmes  County. 
The  Amish  section  boasts  an  additional 
10,000  subscribers  in  settlements  every¬ 
where  from  Haven,  Kan.,  to  Fair  Play,  S.C. 

Smith  held  on  to  the  reins  of  the 

national  edition 
until  a  recurrent 
battle  with  cancer 
compelled  him  to 
step  down  earlier 
this  year.  Even  then, 
he  continued  to 
write  his  weekly 
column,  “The 
Editor’s  Corner,” 
until  a  month  before  his  death  Oct.  22. 

His  funeral  was  not  a  lavish  one,  and 
if  a  few  of  his  mourners  chatted  as  much 
among  themselves  about  this  year’s 
soybean  jield  as  Editor  Smith’s  life, 
the  deceased’s  contentment  would  have 
been  complete.  Long  ago,  his  scribes 
had  given  him  a  different  take  on  what 
mattered  as  news.  —  Mike  Harden 


ONLY  THE  BEST 

£&P  accepts  submissions  from  news¬ 
papers  for  “Photo  of  the  Week”  and 
other  features  in  this  section.  Please 
send  to  either  hottype@editorand 
publisher.com  or  “Hot  Type,"  Editor  & 
Publisher,  770  Broadway,  New  York, 
NY  10003-9595.  Submissions  can¬ 
not  be  returned. 


In  a  sense, 
he  never 
left  the 
“horse  and 
buggy” 
days. 


Otis  Goggans  Jr.  with  prized  Corvette,  along  with  photo  of  his  old  Alabama  home  and  his  sister 


Historical  projections 
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MIKE  FENDER,  THE  INDIANAPOLIS  STAR 

TO  ILLUSTRATE  A  THREE-PART  SERIES  ON  THE  GREAT  MIGRA- 

tion  of  African  Americans  from  the  South  to  the  North  start¬ 
ing  in  1910,  Mike  Fender,  an  Indianapolis  Star  photogra¬ 
pher,  visited  the  subjects’  childliood  homes  in  seven  states,  snapped 
some  evocative  pictures,  and  then  projected  the  scenes  in  making 
present-day  portraits,  such  as  the  one  above.  —  Greg  Mitchell 


Paid  obits  a  grave  matter  in  Florida 

DEATH  ON  THE  NLLMENT  PLAN 


Even  the  dead  can’t 
escape  the  newspa¬ 
per  war  between 
The  Tampa  Tribune  and 
the  St.  Petersburg  Times  in 
Florida.  The  obit  pages  be¬ 
came  the  newest  battle¬ 
ground  when  the  Tribune 
last  month  combined  the 
free  obituaries  prepared  by  the  news  de¬ 
partment  with  the  paid  ones  handled  by 
advertising  into  a  single  section  that  now 
limits  a  free  obit  to  seven  lines  —  and 
charges  $5.40  for  every  additional  line. 


Still,  the  number  of  obits 
in  the  Tribune  increased, 
according  to  Executive 
Editor  Gil  Thelen.  Mean¬ 
while,  obits  at  the  Times, 
which  doesn’t  charge  for 
them,  plummeted,  before 
bouncing  back,  says  Neville 
Green,  managing  editor  for 
its  Tampa  editions.  Funeral  homes  appar¬ 
ently  found  the  Tribune's  one-stop  shop¬ 
ping  plan  so  convenient  that  they  didn’t 
want  to  bother  re-formatting  obit  infor¬ 
mation  for  the  Times.  —  Mark  Fitzgerald 


Rivals  Green  and  Thelen:  A 
good  life  pays  off  in  the  end. 


56  EDITOR  &  PUBLISHER  NOVEMBER  6,  2000 


www.edltorandpublisher.com 


ST.  PETERSBURG  TIMES;  THELEN:  TODD  L.  CHAPPF.l/tHE  TAMPA  TRIBUNE 


V 


ON  PRESS  NOW! 


ALL  NEW  2001 
EDITOR&PUBLISHER 
MARKET  GUIDE. 

Now  Including  the  Exclusive 
E&P  Better  Living  Index! 


For  76  years  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool.  They  have  come  to  rely  on  the  demographic  and  economic  tables  with 
actuals  and  remarkably  accurate  annual  projections. 

But  the  MARKET  GUIDE  has  also  been  a  highly  recommended  source  of 
relocation  data.  Its  unique  combination  of  quantitative  and  qualitative  data 
has  provided  an  accurate  description  of  community  life. 

Now,  in  our  77th  anniversary  printing,  the  MARKET  GUIDE  offers 
more  new  features  to  enhance  its  usefulness  in  both  areas! 

Relocation  info  now  indudes  rankings  of  quality  of  life  data  induding: 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


Demographic  data  now  includes: 

•  Graduation  Levels 

*  Housing  and  Rental  Rates 

Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2006! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

PLUS  ... 

...  these  regular  features;  Population  by  Age,  Ethnic 
Breakdowns,  Number  of  Households,  Income  per 
Household  and  per  Capita,  Principal  Industries,  Chain 


MARKET 

C;LilDE 

.... 


Outlets,  Retail  Outlets,  Location 

of  Markets,  Newspapers  Serving  the  , 

Market,  Retail  Sales  Data,  and  much,  much  more! 

It’s  the  only  source  of  valuable,  descriptive  information  for  MSA 
and  non-MSA  markets  in  the  U.S.  and  Canada  ...  plus  critical  market  data 
for  more  than  1,600  cities  and  all  3,141  U.S.  counties. 

PI^ICLNG 
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Getting  It  Right 


Bill  Clinton  will  soon  slide  down  the  memory  hole  of  history: 
Did  the  media  'do  their  job’  in  covering  his  impeachment? 


By  contrast  with  the  era  of  Fred  Friendly  and 
Edward  R.  Murrow,  TV  has  increasingly,  with  few 
exceptions,  abandoned  long-range  investigative 
reporting  to  the  print  press.  One  of  those  exceptions 
is  Ted  Koppel’s  “Nightline.” 

Koppel,  for  example,  has  gone  inside  maximum-security  pris¬ 
ons,  actually  staying  there  for  days,  as  well  as  reporting  a  series  on 
women’s  prisons,  and  a  searching  multipart  focus  on  juvenile  jus¬ 
tice,  in  and  out  of  the  courts. 

But  on  the  most  important  story  affecting  the  U.S.  Constitution 


since  Watergate,  Koppel  —  like  the  rest  of 
the  media,  including  newspapers  —  blew 
it.  In  his  new  book,  “Off  Camera:  Private 
Thoughts  Made  Public” 

(Knopf),  excerpted  in  the 
October  Brill’s  Content, 

Koppel  discloses  what  he 
was  writing  in  his  journal 
during  the  impeachment 
of  the  president. 

Jan.  6:  “Mem.bers  of  the 
Establishment  (the  Senate, 
the  chief  justice,  the  White 
House,  the  media)  are 
trundling  along,  with  no  option 
but  to  treat  all  of  this  as  though  it  were 
really  important,  while  the  public  at  large 
couldn’t  be  more  apathetic.” 

Jan.  22:  “Now  the  media  have  done  their 
job,  the  public  does  know,  and  the  news  is 
being  dismissed  as  essentially  irrelevant.” 

But,  as  I  pointed  out  in  “How  the  press 
saved  Clinton’s  presidency”  (E&P,  Nov.  27, 
1999,  p.  22),  the  public  had  only  the 
dimmest  notion  of  how  the  White  House’s 
orchestrated  cover-up  was  skillfully 
deflecting  attention  from  such  precise 
presidential  violations  of  the  Constitution 
as  obstruction  of  justice,  including 


tampering  with  witnesses;  serial  peijury; 
and  abuse  of  power. 

Nor  did  the  press,  in  any  of  its  forms, 
reveal  how'  the  Republican 
leadership  in  the  Senate  — 
alarmed  by  the  president’s  con¬ 
tinued  popularity'  in  the  polls  — 
sabotaged  the  trial  conducted 
by  the  Republican  House  of 
Representatives  managers. 

This  information  has  now 
been  vividly  detailed  in 
“Sellout”  (Regnery)  by  David 
Schippers,  appointed  by  Henry 
Hyde,  R-IlL,  chairman  of  the 
House  Judiciary  Committee,  as  the 
committee’s  chief  investigative  counsel 
1  during  the  impeachment  process.  The 
i  co-author  is  Alan  P.  Henry. 

Schippers,  a  lifelong  Democrat  — 
w'ho  led  the  U.S.  Justice  Department’s 
i  Organized  Crime  and  Racketeering  Unit 
j  under  Attorney  General  Robert  Kennedy 
—  voted  twice  for  Clinton.  In  “Sellout,” 
he  describes,  naming  his  sources,  how 
the  Senate  Republican  leaders  blocked 
I  any  chance  of  a  real  trial  on  the  impeach- 
j  ment  charges. 

i  The  House  managers  were  forbidden  to 


I  call  live  witnesses  and  were  allowed  to 
present  only  a  small  percentage  of  the 
evidence  that  Schippers  —  and  his  team 
j  of  investigators  with  extensive  experience 
1  in  federal  and  state  police  work  —  had 
i  gathered. 

At  one  point,  during  a  conference  before 
the  trial  began.  Sen.  Ted  Stevens  of  Alaska, 

I  a  key  member  of  the  Republican  leader- 
!  ship,  told  Hyde:  “Henry,  I  don’t  care  if  you 
!  prove  he  [the  president]  raped  a  woman 
and  then  stood  up  and  shot  her  dead  — 
you  are  not  going  to  get  67  votes,”  the 
i  number  needed  to  convict  Clinton. 

Another  indication  in  “Sellout”  that 
the  outcome  of  the  Senate  trial  was 
predetermined  is  that  Schippers  had  set 
up  a  secure  evidence  room  —  with  reports 
by  his  investigators,  tapes,  videos,  and 
transcripts.  But  “not  one  senator”  of  either 
;  party  “took  the  time  to  review  the  evidence 
[  my  staff  had  gathered.” 

■  In  an  interview  with  Schippers,  I 

!  checked  his  account  with  my  own  sources, 

;  and  he  got  it  right.  Interestingly,  none  of 
the  Republican  Senate  leaders  has  denied 
'  any  of  the  quotes  from  them  in  “Sellout.” 
Part  of  the  story  of  the  Republican 
surrender  —  that  should  have  been  known 
at  the  time  of  the  Senate  trial  —  is  in 
Washington  Post  reporter  David  Baker’s 
new  book,  ‘The  Breach:  Inside  the  Im- 
i  peachment  and  Trial  of  William  Jefferson 
I  Clinton”  (Scribner).  A  large  section  was  ex¬ 
cerpted  in  The  Washington  Post  Sept.  19. 
j  But  w'hile  the  rigged  trial  was  going  on, 
j  the  public  knew’  nothing  of  this.  And  the 
i  president,  his  popularity  still  robust,  was 
j  able  to  say  often  that  in  his  fight  to  protect 
i  the  Constitution  “and  its  principles,  the 
i  Ameriean  people  were  very  good  to  stand 
I  with  me.”  And  later,  at  a  dinner  of  radio 
i  and  TV  correspondents,  the  president  said, 
with  a  chuckle:  “Don’t  you  newspeople 
ever  learn?  It  isn’t  the  mistake  that  kills 
i  you.  It’s  the  cover-up.” 
j  Although  “Sellout”  has  largely  been 
i  ignored  by  the  mainstream  media,  it  has 
appeared  on  KjrA:  Times  best¬ 

seller  list.  Some  of  the  public  is  discovering 
at  last  that  it  was  bamboozled  not  only  by 
I  Clinton  but  also  by  the  press.  Koppel  could 
I  present  an  unusually  riveting  “Nightline” 
j  Ijy  bringing  on  Schippers  and  the  Repub- 
1  lican  Senate  leaders  whose  cover-up 
Schippers  reports,  by  name,  in  his  book.  11 
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